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The global retail industry has one of the highest contributions to the global economy, with 
sales of over US $26 trillion in 2020 and a projected growth of US $29 trillion by 2023. 
The global retail industry has been the biggest contributor to the world’s economic growth. 
This industry is therefore a key economic contributor to developed and developing 
countries such as those in Sub-Saharan Africa. 
 
Sub-Saharan Africa is highly dependent on the retail industry to uphold its economy, as 
the continent’s retail industry is seen to hold many opportunities for retailers across the 
world, with its growing users of 11.8 million people by 2024. The South African 
supermarket environment alone is starting to witness highly competitive surroundings, 
making loyalty programmes a key approach for creating added value and differentiation 
in the South African retail supermarket environment. 
 
The primary objective of this study is to determine the influence that shopping 
orientations, loyalty programme quality, and personal interactive quality have on 
customers’ satisfaction of and loyalty to supermarket loyalty programmes. The study 
followed a descriptive research design with the use of quantitative methods in the form of 
online, self-administered questionnaires. A total of 281 questionnaires were completed 
by consumers from Gauteng, South Africa and was retained for statistical testing. The 
data analysis included factor analysis (exploratory and confirmatory) and multiple 
regression analysis. The statistical analysis indicated that personal interactive quality, 
loyalty programme reward quality, and the shopping orientations (excluding the apathetic 
shopping orientation) influenced customers’ satisfaction of supermarket loyalty 
programmes. Further analysis proved that customer satisfaction does in fact influence 
customers’ loyalty of supermarket loyalty programmes. Results showed that personal 
interactive quality, loyalty programme rewards, personalisation shopping orientations, 
and customer satisfaction’s influence on loyalty were the strongest predictors of customer 





Based on the accepted hypotheses, one of the key recommendations from this study is 
to invest into employees’ communication and relationship training (i.e. emotional 
intelligence, responsiveness, and attentiveness to customers). Another key 
recommendation from this study is to consider multiple partners in supermarket loyalty 
programme offerings to facilitate variety in rewards for customers. The study’s findings 
and recommendations could help South African supermarkets design adequate loyalty 
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 INTRODUCTION AND BACKGROUND 
 
1.1 Introduction  
Chapter 1 introduces the study and provides the background and rationale for conducting 
this research. An overview is provided on the global retail environment and the South 
African retail environment, with a closer look at supermarkets. The usage of loyalty 
programmes in South Africa is discussed, with a focus on supermarkets’ loyalty 
programme offerings. The research problem is then stated, followed by the objectives of 
the study. Lastly, this chapter summarises some of the key literature reviewed and 
provides an overview of the underpinning theories supporting the study, followed by a 
summary of the methodology used for this study. 
 
1.2 Background and rationale 
The global retail industry contributed to sales of over US $26 trillion in 2020 and is 
expected to grow to over US $29 trillion by 2023 (Statista, 2020c; Statista, 2019c). Despite 
the fluctuating global economy, the global retail industry has still managed to be the 
industry that attracts a large number of businesses compared to other industries (Nair, 
2018). The attractiveness of the global retail industry over the years has contributed to 
the industry’s share of over 31% of the total global Gross Domestic Product (GDP) 
(Statista, 2019c). The dependency of the sector’s contribution can be observed in 
developed and developing countries such as the United States of America (USA), the 
United Kingdom (UK), China, and South Africa (Statista, 2020a). Chapter 2 (Section 2.3) 
provides a detailed view of the above industry. Consumer spending is seen as the 
lifeblood of the global retail industry; however, due to the large number of competitors in 






This has resulted in many retailers introducing loyalty initiatives to retain customers and 
overcome the competition in the global industry (Mandina & Karisambudzi, 2016). One 
particular industry facing this competition is the retail industry in Sub-Saharan Africa, 
which is regarded as the largest in the region (Up, 2016). Globally, the GDP growth for 
the retail industry has decreased by 0.4% in 2020; when isolating Sub-Saharan Africa 
however, the retail industry in this region has a projected GDP growth of 3-4% in 2020 
(Bizcommunity, 2020). Rising urbanisation is expected to continue stimulating growth in 
convenience stores and supermarkets in Sub-Saharan Africa, unlike in other countries 
(Euromonitor, 2019b). Chapter 2 (Section 2.4) provides a detailed account of the retail 
industry in Sub-Saharan Africa and provides insights into its performance. 
 
South Africa is the largest foodservice market in Sub-Saharan Africa. This sector alone 
is projected to have 11.8 million users by 2024 (Statista, 2020a). More South Africans are 
willing to spend a larger portion of their disposable income on retail goods and services, 
making this country a growth opportunity and an attractive market for retailers (Radebe, 
2020). The food and beverage (FMCG) sector contribute 8.5% of total retail sales, making 
it a sector of opportunity for the growing market (Statista, 2019b). 
 
Developing countries such as South Africa have the highest influx of supermarkets in 
Africa over the past ten years (Statista, 2019b). As the supermarket environment 
continues to thrive and spread out across South Africa through local and international 
brands, the competition for those customers’ limited share of wallet has also increased 
(Deloitte, 2019b; Wathigo, 2016). Chapter 2 (Section 2.9) provides a detailed account of 
the supermarket environment in South Africa. 
 
The loyalty programme environment in the South African retail environment is growing 
substantially. It has been recorded that 88% of the South African population actively 
participate in grocery loyalty programmes (PWC, 2017; Tritech Media, 2018). According 
to the Nielsen’s study on South African loyalty, monetary rewards are more highly valued 




Nearly seven out of ten South African loyalty programme participants prefer rebates, 
cashback, or product discounts as the top three rewards. The increase in loyalty 
programmes offered by South African top performing supermarkets is changing the 
environment that customers shop in and offering more choice, more rewards, and less 
loyalty; this makes it immensely important to understand how customers perceive loyalty 
programmes in the South African supermarket environment (Nielsen, 2019b). 
 
The purpose of this study is to help South African supermarket organisations make 
effective decisions when deciding on the use of loyalty programmes, by understanding 
how South Africans perceive loyalty programmes. This is important knowledge needed 
due to the flourishing number of loyalty programmes within South Africa. 
 
1.3 Research problem 
South Africa currently offers over 100 loyalty programmes (Arch Retail Systems, 2019). 
There has been significant growth within the South African supermarket loyalty 
programme environment, with over 88% of consumers using loyalty programmes and 
over two million new customers joining the loyalty programme base in 2018 alone (Truth 
customer leadership, 2018; Nielsen, 2017). Loyalty programmes have become crucial in 
the context of increasing competition between retailers, by enabling supermarkets to build 
loyalty to their brand and encourage repeat-purchase behaviour (Oosthuizen, 2014).  
 
Due to the uptake in loyalty programmes, supermarkets are taking decisions to introduce 
loyalty programmes to increase competitiveness within the industry (Hoffmann, 2019; 
Villacé-Molinero, Reinares-Lara & Reinares-Lara, 2016). The increase in supermarket 
loyalty programmes in South Africa is attributable to the astonishing growth in the FMCG 
sector within the South African retail industry. South Africa is considered the largest 
foodservice market in Sub-Saharan Africa. As stated earlier, the FMCG sector alone is 
projected to have 11.8 million users by 2024 (Statista, 2020a) and currently contributes 






The importance of understanding the influence that shopping orientations, loyalty 
programme quality, and personal interactive quality have on a customer’s satisfaction of 
a supermarket loyalty programme will help ensure that supermarkets are making more 
informed decisions in the design and implementation of loyalty programmes for their 
customers (Mägi, 2003). Past literature identified how economic shopping orientation, 
apathetic shopping orientation, and personalisation shopping orientation impact on 
customer loyalty programme selection (Mägi, 2003), while other studies have identified 
that personal interactive quality and loyalty programme quality also contribute to 
customers’ selection of a loyalty programme (Vesel & Zabkar, 2009). These particular 
studies indicated a direct relationship to customer satisfaction and loyalty. This 
relationship is discussed further in Chapter 3 (Section 3.3.4). 
 
With the above in mind, this study aims to understand how customers are influenced by, 
personal interactive quality, loyalty programme quality and shopping orientations in the 
selection of loyalty programmes and the relationship that these orientations and qualities 
have on customer satisfaction and loyalty. This understanding will help supermarkets 
make better informed decisions on the type of loyalty programme suitable for their 
customers, based on how customers are influenced by the elements. Based on above, 
these are the study’s objectives: 
 
Primary objective: To determine the influence that loyalty programme quality, personal 
interactive quality and shopping orientations have on customers’ satisfaction and loyalty 












Secondary objectives:  
1. Determine whether there is a relationship between personal interactive quality and 
customer satisfaction amongst customers of supermarket retailers.  
2. Determine whether there is a relationship between loyalty programme quality and 
customer satisfaction amongst customers of supermarket retailers. 
3. Determine whether there is a relationship between economic shopping orientation 
and customer satisfaction amongst customers of supermarket retailers.  
4. Determine whether there is a relationship between apathetic shopping orientation 
and customer satisfaction amongst customers of supermarket retailers.  
5. Determine whether there is a relationship between personalisation shopping 
orientation and customer satisfaction amongst customers of supermarket retailers.  
6. Determine whether there is a relationship between customer satisfaction and 
customer loyalty amongst customers of supermarket retailers.  
 
The proposed hypotheses that will be tested are illustrated below: 
H1: Personal interactive quality will have a significant influence on customer satisfaction 
of supermarket loyalty programmes. 
H2: Loyalty programme quality will have a significant influence on customer satisfaction 
of supermarket loyalty programmes. 
H3: Economic shopping orientation will have a significate influence on customer 
satisfaction of supermarket loyalty programmes. 
H4: Apathetic shopping orientation will have a significant influence on customer 
satisfaction of supermarket loyalty programmes. 
H5: Personalisation shopping orientation will have a significant influence on customer 
satisfaction of supermarket loyalty programmes. 
H6: Customer satisfaction will have a significant influence on customer loyalty towards a 










Source: Researchers own construct 
 
1.4 Literature Review  
A literature review is a comprehensive summary of previous research on a topic 
(Saunders, Mark & Thornhill, 2019). The literature review in this study will offer an 
understanding of theories and past literature on customer elements that influence the 
selection of loyalty programmes and the displayed linkage between customer satisfaction 








1.4.1 Theoretical grounding  
Underpinned by the literature, a theoretical framework on the factors influencing the 
selection of loyalty programmes, customer satisfaction, and customer loyalty will be 
discussed.  
 
1.4.1.1 Consumer behaviour theory  
For this study, the theory of consumer behaviour is fundamental for understanding what 
influences consumer satisfaction and loyalty towards supermarket loyalty programmes 
(Mack, 2019; Singh, 2018). According to Blythe (2013:05), consumer behaviour is 
regarded as the behaviour that consumers show when seeking, purchasing, consuming, 
and evaluating products and services that they perceive will satisfy their needs. Kotler 
and Keller (2016) have similar views, indicating that consumer behaviour plays an integral 
role in marketing that is focused on ways of buying and consuming goods and services, 
in order to satisfy consumers’ needs or wants at the time of purchase. The way that 
customers analyse the offerings presented to them and translate this into behaviour is 
seen as a common finding by the authors cited above.  
 
Consumer behaviour is not something that happens only at the purchase stage; it is an 
ongoing process that involves various stages before, during, and after the buying 
experience, and is referred to as the decision-making process (Khadka & Maharjan, 
2017). The decision-making process will also be explored in this study. 
 
Another supporting theory is shopping motivation, which is regarded as one of the key 
concepts in research on consumer shopping behaviour, which continues to be discussed 
intensely. Recent authors Yu, Zhang, and Liu (2018) and Tillmann and Thomas (2010) 
argue that it is important to understand hedonic and utilitarian shopping motivations as 






Consumer behaviour theory is therefore important for understanding how customers 
analyse loyalty programmes and what factors influence their behaviour in selecting a 
specific supermarket loyalty programme. Chapter 3 (Section 3.2.1) will provide a detailed 
account of the customer behaviour theory used in this study. 
 
1.4.1.2 Customer relationship management theory 
Consumer relationship management (CRM) theory focuses on building customer loyalty 
by creating, sustaining, and growing longer-term customer engagement or relationships 
rather than shorter-term engagements like customer acquisition and once-off sales 
(Rahimi & Kozak, 2017:40).  
 
CRM is designed to improve loyalty of a brand by growing an on-going relationship 
between a brand and its customers (Rouse, 2019). The increase in the competitive 
landscape has resulted in organisations seeking to build strong relationships and use 
these relationships as a marketing tool to differentiate their brand and products, and to 
attain loyalty. As a result of this competitive landscape, many supermarket retailers have 
moved from attracting new customers through marketing resources, to having more 
concern for existing customers and providing them with ‘relational benefits’ (Musasa, 
2014; Xu, Goedegebuure & van der Heijden, 2006). Musasa, (2014) and Ndubisi (2007) 
discuss how supermarkets previously concentrated on customer footfall and visits to their 
stores through the traditional use of point-of-sale advertising, sales promotions, and 
treating all customers the same. These authors argue that supermarkets are now 
exploring the use of loyalty programmes to achieve their objectives (Musasa, 2014; 
Ndubisi, 2007). 
 
Supermarkets have shifted their focus to offering more value to their valued customers 
through customised offerings and rewards through loyalty programmes, in order to 
overcome the extremely competitive retail environment (Musasa, 2014:27). Within the 
supermarket environment, there is very little to differentiate between products and 




Customer relationship marketing is therefore considered to be a tool for gaining rapport 
and influencing where customers shop for the same grocery items across stores. Linked 
to this, many supermarkets are using loyalty programmes as a tool for building 
relationships with existing customers (Rouse, 2019; Singh, 2018).  
 
Developing customer relationships without fully understanding customers’ expectations 
with the brand will manifest in poor uptake, low participation, and most importantly, 
unsatisfied customers (Mägi, 2003). Therefore, understanding customers’ expectations 
and building relationships with customers may result in customer satisfaction, which is 
why the customer satisfaction theory is important to explore in this study. Chapter 3  
(Section 3.2.3) will discuss the customer satisfaction theory in more detail.  
 
1.4.1.3 Customer satisfaction theory  
When a consumer repeats a certain behaviour, it is an indication of the level of satisfaction 
received; the higher the satisfaction, the higher the likelihood of turning satisfaction into 
loyalty. Customer satisfaction is obtained from the perception that a product, service or 
feature provided a pleasurable level of consumption or under- or over-fulfilment 
(Grigoroudis & Siskos, 2010). Most literature acknowledges that customer satisfaction is 
the biggest contributor to customer loyalty (Ibáñez, Hartmann, and Calvo, 2006; Auh & 
Johnson, 2005). These authors argue that when customers experience high levels of 
satisfaction, it similarly translates into high loyalty towards the brand, while high customer 
satisfaction will increase the probability of repeat purchases (Grigoroudis & Siskos, 2010; 
Ibáñez et al., 2006; Auh & Johnson, 2005). The theory of customer loyalty will be reviewed 









1.4.1.4 Customer loyalty theory 
Customer loyalty is the customer’s attitude and behaviour of preferring one brand over all 
competitor product offerings because of the satisfaction received from consuming that 
product or service (Magatef & Tomalieh, 2015). Magatef and Tomalieh (2015) argue that 
customer loyalty occurs when customers have received a positive perception, which 
translates into customer satisfaction; this customer satisfaction would then contribute to 
a level of customer loyalty.  
 
Contrary to this, Jacoby and Chestnut (1978) have indicated that repeat purchase does 
not necessarily indicate satisfaction or sufficient conditions of brand loyalty because 
customers may repeat purchases based on location or convenience, with no linkage to 
actual satisfaction (Jacoby & Chestnut, 1978). Mägi (2003) states similarly that loyalty is 
more than a repetition of behaviour and can be influenced by loyalty to price, brand, 
company, location convenience, and belonging to a certain group of customers; most 
importantly, loyalty is the result of satisfaction.  
 
In recent years, customer loyalty has become a focal point for marketers and researchers 
in the supermarket industry, as supermarkets are able to attain higher profitability by 
attracting customers and retaining them long-term (Omoregie, Addae, Coffie, Ampong & 
Ofori, 2019). When loyalty programmes are able to meet all the requirements of a 
successful loyalty programme in the eyes of the consumer, satisfaction is reached. This 
satisfaction is the ignition for repeat purchase and building the foundation for loyalty (van 
Vuuren, Roberts-Lombard and van Tonder, 2012). According to Vesel and Zabkar’s 
(2009) study of customer loyalty through satisfaction, two key measurements of loyalty 
are behavioural and attitudinal loyalty. Understanding customers’ behavioural and 
attitudinal loyalty in this study is therefore beneficial for interpreting their effects on 
customers’ perceptions of supermarket loyalty programmes (Xu, Goedegebuure & van 






Another important supporting element under customer loyalty is the ladder of loyalty. 
There are six stages in the ladder of customer loyalty: prospect, customer, client, 
supporter, advocate, and partner. The ladder of customer loyalty provides a good 
depiction of how a customer’s value of products or services evolve at different levels of a 
relationship, moving from ‘prospect’ to ‘partner’ of the brand (Godson, 2009). When 
organisations have a clear understanding of where exactly the customer is in relation to 
value and satisfaction, they can then proceed to move the customer up the ladder with 
tailored offers based on the customer’s mindset (Nair, 2018). For example, a ‘prospect’ 
customer would need much more engagement and persuasion to join the loyalty 
programme than a client who is already a member (Nair, 2018). Chapter 3 (Section 3.2.4) 
will discuss the loyalty theory in more detail. 
 
1.4.1.5. Loyalty programmes 
Loyalty programmes encourage engagement and repeat purchases, and keeps the 
supermarket brand top-of-mind. Loyalty programmes therefore support the movement 
from prospect customer to advocate customers along the loyalty ladder (Padayachee, 
2015). A loyalty programme’s primary purpose is to foster long-term relationships with 
customers in order to create repeat purchases. Customers join and support loyalty 
programmes to receive different types of rewards, such as discounts, increased status, 
or increased service (Ranabhat, 2018; Smith & Sparks, 2009).  
 
According to Berman (2006:125), there are various types of loyalty programmes that 
companies offer, with some companies offering a combination of more than one type. 
These different types of loyalty programme offerings will be explored in this study, within 
the context of supermarket brands in South Africa: SPAR, Checkers, Woolworths and 
Pick n Pay. These supermarket stores and their loyalty programme offerings will be 







1.5 Research design  
The research design is considered to be the blueprint of the proposed research topic and 
it clarifies the methods used in the research study (Creswell, 2014).  
 
1.5.1 Philosophical paradigm 
A research philosophy is used to underpin the position from which a researcher views the 
world (Saunders et al., 2019; Creswell, 2014). There are five main philosophical 
approaches to research: positivism, critical realism, pragmatism, postmodernism, and 
interpretivism.  
 
Saunders et al. (2019) define critical realism as a branch of philosophy that distinguishes 
between the 'real' world and the 'observable' world. The authors argue that this philosophy 
is focused on understanding underlying causes through social structures that shape 
everyday organisational life. This study has not adopted a critical realism philosophy 
because this study is focused on behaviour in the real world without looking into the social 
influences. 
 
Interpretivism can be defined as theories about how we can gain knowledge of the world, 
which loosely relies on interpreting or understanding the meanings that humans attach to 
their actions (Myers, 2008). This philosophy is more suitable for qualitative data, taking 
on a form of high subjectivism and focusing on narratives, stories, perceptions. and 
interpretation. This approach is not suitable for this study as the focus is on the overall 
behaviour of customers and not on respondents’ subjective understandings.  
 
Postmodernism places emphasis on language and power relations, and is centred on 
questioning accepted ways of thinking and giving a voice to an alternative way of thinking 
and views that are disregarded most of the time in society (Hair, Celsi, Money, Samouel, 
and Page, 2015). This type of philosophy will not be suitable for this study as the study’s 





Pragmatism is a philosophical movement that includes those researchers who claim that 
an ideology or proposition is true if it works satisfactorily, that the meaning of a proposition 
is to be found in the practical consequences of accepting it, and that unpractical ideas are 
to be rejected (Feilzer, 2010:08). Bryman and Bell (2011) and Saunders et al. (2019) 
explain that positivism is a philosophical stance that scientists take through collecting data 
about an observable reality and investigating regularities and relationships, which are 
typically used to test theoretical models. This study followed a positivism paradigm 
because this study collected data from customers on their perceptions of supermarket 
loyalty programmes.  
 
This study aimed to search for relationships or patterns between the customers’ shopping 
orientations, loyalty programme quality, personal interactive quality, customer 
satisfaction, and loyalty towards supermarket loyalty programmes, and deduce 
conclusions from this data. These insights from the data were tested against hypotheses 
formulated from existing theory and independent from social actors, with the researcher 
observing an objective, neutral, and independent stance. Therefore, positivism is the 
philosophy seen to be most suited for guiding this study.  
 
Chapter 4 (Section 4.2.1) will provide a detailed account of the philosophical paradigm 
used in this study. The next section will cover the plan and procedure that the study 












1.5.2 Research approach 
Theory is a standardised research principle used to explain the relationship between two 
or more concepts and variables (Saunders et al., 2012:144). Theory can be developed 
using an inductive, deductive, or abductive approach (Leavy, 2017:11).  
 
According to past research authors (Creswell, 2014;  Saunders et al., 2012; Babbie & 
Mouton, 2008), an inductive approach focuses on the collection of data and the 
development of a theory, and a deductive approach occurs when the research explores 
theory developed from academic literature and proceeds to design a research strategy to 
test the theory. Abductive approaches, however, are a combination of deductive and 
inductive approaches, moving back and forth between data and theory. 
 
For this research, the deductive approach was applied to evaluate the proposed 
hypotheses against data collected on customers’ perceptions of shopping orientations, 
loyalty programme quality, and personal interactive quality performance against customer 
satisfaction and loyalty of supermarket loyalty programmes (Saunders et al., 2019). This 
study’s aim was to prove existing theory falsification or verification suitable in a deductive 
approach.  
 
This study was operationalised through quantitative data which enabled facts to be 
measured and generalised across a suitable large sample size, which is a characteristic 
of a deductive approach (Saunders et al., 2019; Hair et al., 2015). Chapter 4 (Section 
4.2.2) will provide a detailed account of the research approach used in this study. 
 
1.5.3 Research paradigm and methodological choice 
The research questions were addressed in a quantitative manner, using questionnaires 
to compare and interpret findings from customers. The questionnaire incorporated closed-
ended datasets to complement each other and the responses were quantified using a 




The motivation for using a mono quantitative method is because the research topic 
requires gaining insights into customers’ perceptions, which were tested against a 
conceptual model developed from theory. By using quantitative methods, the research 
can compare and align feedback from respondents, thus eliminating misinterpretation and 
collecting rich, comprehensive data (Creswell & Plano-Clark, 2011). Quantitative 
methods are used to describe data and help explore and examine relationships and 
trends within the data, rather than interpret it (Creswell, 2014); this approach was required 
in this study in order to test the customer perception hypothesis. 
 
1.5.4 Research strategy 
According to Dinnen (2014), a research strategy is a detailed plan of action that gives 
direction to your thoughts and efforts, thus allowing the study to conduct research 
systematically and to produce quality, detailed reporting. The data for this research will 
be collected using a quantitative method (Saunders et al., 2019).  
 
A questionnaire strategy was applied to support the research paradigm in this study, as 
it employs a deductive approach to collect information and validate or disprove a theory 
(Saunders et al., 2019). A questionnaire is considered to be the most fitting strategy for a 
descriptive study that uses quantitative methods (Creswell, 2014).  
 
This study’s  questionnaire strategy was implemented through online self-administered 
questionnaires on Microsoft forms (Microsoft Forms, 2020). The sections that were 
included in the questionnaire are as follows : Screening section, Demographic section, 
Loyalty programme quality section, Personal interactive quality section, Economic 
shopping orientation section, Apathetic shopping orientation section, Personalisation 
shopping orientation section, Customer satisfaction section and lastly a Customer loyalty 







Online self-administered questions were seen as the most suitable approach due to the 
study’s large sample size and to reduce the cost of and time for collecting data, compared 
to other methods such as focus groups (Hair et al., 2015). In addition, this method is most 
suitable in complying with current COVID-19 regulations that restrict in-person contact. 
The research strategy is discussed in more detail in Chapter 4 (Section 4.3.2). 
 
1.5.5 Time horizon 
Time horizon refers to whether data is collected to measure a progressive pattern over a 
longer-term time period, also known as longitudinal, or whether the data is collected to 
understand a phenomenon at a particular time, also known as cross-sectional (Bryman & 
Bell, 2011; Saunders et al, 2016:190).  
 
This study was conducted over the month of September 2020 and is therefore a cross-
sectional study. The study’s focus was a short-term period of observation to isolate the 
usage in loyalty programmes and explore customers’ perceptions within the current South 
African retail environment. Chapter 4 (Section 4.3.3) will provide more details on the 
approach, and Table 4.1 in Chapter 4 provides a summary of the research paradigm and 
methodological choice.  
 
1.6. Research methods 
The research methods used to collect and analyse the data in order to address the 
research questions are as follows: 
 
1.6.1 Sampling 
According to Burns, Veeck, and Bush (2017), sampling allows for conclusions to be 
developed for a population based on the sample data received. Burns et al. (2017:240) 





The population for this study was the Gauteng population of 15,200,000 people who had 
loyalty programme cards at a supermarket store (StatsSA, 2020a). Non-probability 
snowball sampling was applied as there was no known available list of loyalty programme 
customers to contact at the time of study. A sample of 250 people were surveyed within 
the Gauteng area, considering a 51% response probability. This sample size provided a 
fair representation of the wider 15.2 million people living in Gauteng (StatsSA, 2019b; 
Wizimaps, 2019). The sample consisted of customers between the ages of 18 and 65 
who had purchased groceries at a supermarket store within Gauteng and use their loyalty 
programme card when purchasing. The supermarkets that were researched are Shoprite, 
Checkers, Spar, Woolworths, and Pick n Pay stores. Finally, all respondents were 
required to have access to web-based or mobi-based internet. 
 
The questionnaire was provided through links to Microsoft forms (Microsoft Forms, 2020). 
The current Covid-19 pandemic, restrictions in place across the country preventing social 
gatherings and the use of paper-based questionnaires, made it necessary to use 
electronic questionnaires instead. The researcher shared the questionnaire link with a set 
of known respondents and requested them to disseminate a link to a further group of 
unknown respondents. Screening questions eliminated respondents who did not fit the 
questionnaire criteria from responding to the questionnaire.  
 
The research criteria entailed customers between the ages of 18 and 65 who had 
purchased groceries at a supermarket store within Gauteng and used their loyalty 
programme cards when purchasing. The researcher has had no access to personal 
contact information of the unknown respondents who received the link from the initial set 
of known respondents. All data provided on the Microsoft form was anonymous and 








1.6.2 Data collection 
The nature of this study was quantitative and followed the positivism paradigm, with data 
collected through online self-administered questionnaires. The questionnaire consisted 
of screening questions and multiple-choice questions in the form of  five-point Likert-type 
scale questions because Likert scales are best suited to answer attitude or opinion 
questions (Nair, 2018). Customers were asked to rate questions across a scale of 1-
strongly agree to 5- strongly disagree. 
 
The questions used in the questionnaire were achieved by adopting and adapting the 
questions from studies conducted within the similar field of shopping orientations, loyalty 
programme quality, and personal interactive quality by Oliver, Arnd, and Anja (2014); 
Beomjoon and Hyun (2013); Eid, Al-Sabbahy and Lockwood (2011); Omar and Musa 
(2011); He (2011); Vijayasarathy, (2010); Vesel and Zabkar (2009); Mägi (2003). 
 
The types of questions selected were focused on obtaining respondents’ perceptions and 
attitudes towards the constructs being measured in this study. Table 1.1 below provides 
a summary of the constructs and sources that will be used in this study. 
 
Table 1.1: Questionnaire questions and sources 
Variables/Constructs Literature Source 
Number 
of Items 
Personal interaction quality  • Vesel and Zabkar (2009) 




Loyalty programme quality • Vesel and Zabkar (2009)  






• Mägi (2003)  












• Mägi, (2003)  






• Mägi (2003) 
• Beomjoon and Hyun (2013)  




Satisfaction • Beomjoon and Hyun (2013)  
• Vesel and Zabkar (2009) 
3 
3 
Loyalty • Beomjoon and Hyun (2013)  




The questionnaire’s cover letter clearly informed respondents about the study’s aim, that 
their participation was voluntary, that the respondent were able to exit the questionnaire 
at any point during its completion, how the data will be handled and stored, and 
information on confidentiality. The cover letter provided the researcher’s contact details 
should the respondent wish to make contact. The researcher included a mandatory 
consent-to-participate question before the respondent is able to proceed to the next 
question. Additionally, screening questions were included to ensure that only respondents 
between the ages of 18 and 65 years who have purchased at a grocery store using their 
loyalty programme card in the past six months within the Gauteng area completed the 
questionnaire. There was no record of respondents’ personal contact details. The 
questionnaire method allowed for immediate data collection and upheld anonymity and 








A pilot was conducted with 20 respondents in order to refine the electronic questionnaire 
and ensure that the questions were clear and easy to understand for the actual sample 
population.  
 
1.6.3 Data analysis 
The data collected was used to measure the levels of agreement with respect to items 
on, loyalty programme quality, personal interactive quality, shopping orientation, 
satisfaction, and loyalty. The data analysis process consisted of four stages: description, 
interpretation, conclusion, and theorisation (Quinlan, 2011:364-365).  
 
1.6.3.1 Descriptive statistics 
According to IBM SPSS (2012), descriptive statistics such as frequency, percentage, 
standard deviation, and means were calculated in order to describe the sample and verify 
the variables used. The distribution of the data (i.e., skewness and kurtosis) was tested 
to ensure that the data analysis is based on a normal distribution (Zikmund, Carr, Griffin 
& Babin, 2013). Chapter 5 (Section 5.5) discuss the descriptive statistics in more detail. 
 
Both exploratory and confirmatory factor analysis were applied to the study’s data; this is 
discussed further in Chapter 5 (Section 5.6). In addition, stepwise multiple regression 
analysis was applied in the study to take a closer look at the interrelationship of the 
variables (Zikmund et al., 2013). The normality of the data (i.e., skewness and kurtosis), 
the outliers’ overall location, and the linearity between variables, which can be viewed 











The limitations of this study include the lack of accessibility to loyalty programme 
databases in South Africa due to confidentiality restrictions. The research would have 
been richer if it could gain insights into customers’ perceptions of those users currently 
active in each programme type. Another limitation is that the entire population could not 
be surveyed due to the large size of consumers; hence the researcher selected the area 
of Gauteng for this study.  
 
All known respondents were residing in Gauteng and there is a mandatory screening 
question asking respondents to confirm their residing province, coupled with a message 
at the end of completing the questionnaire which requested respondents to forward the  
questionnaire to other respondents residing in Gauteng. There are factors that may have 
influenced customers’ questionnaire response, such as economic environment, fuel price 
increase, inflation, etc. All of these factors may influence purchasing behaviour and affect 
the perceptions of customers at the time of completing the questionnaire .  
 
1.8 Ethics 
The most important concern under the ethical stance of the study is obtaining ethical 
clearance. The study questions were approved by the College of Business and 
Economics’ Research and Ethics committee at the University of Johannesburg. The 
ethical clearance document can be found in Appendix 2. The most common concerns 
that arise in research studies employing online methods include ensuring anonymity, 
maintaining confidentiality, and obtaining informed consent in a virtual setting (Moreno et 
al., 2013; Eynon, Fry & Schroeder, 2011; Keller & Lee, 2010). The questionnaire used in 
this study stated that the completion of the questionnaire is voluntary, confidential, and 
anonymous, that feedback will only be used for this study, and that the participant is able 






The researcher ensured that all participants completing the questionnaire have given 
consent to share their feedback for research purposes, by including a mandatory 
screening question seeking consent before respondents continue the questionnaire. The 
study was not directed to vulnerable respondents, with screening questions prohibiting 
respondents below 18 or over 65 from responding. Lastly, no harm or injury had occurred 
during the online administration of the questionnaire.  
 
The questionnaire enclosed a detail account of the study, including a readily available link 
that provides contact information, study aims, the data collection procedure, potential 
benefits and harms, and steps taken to maintain anonymity and confidentiality of the 
participants. The questionnaire clearly explained the study’s aim, the researcher’s details 
for additional information, and the process applied to securely store respondents’ data 
within the university electronic storage facilities, which is in line with the university’s 
regulations. 
 
1.9 Conclusion  
This study aimed to determine the constructs that influence customers’ satisfaction of and 
loyalty to supermarket loyalty programmes in South Africa. This study made use of a 
quantitative questionnaire approach and insights collated from past research to build a 
deeper understanding to the existing body of knowledge on customer satisfaction and 
loyalty programmes. The findings from the data results will assist South African 
supermarkets to develop suitable loyalty programme offerings based on an understanding 










1.10 Discussion of terminology 
Throughout this study, key terms will be used: 
1.10.1 Loyalty programme: Loyalty programme can be defined as the organisation’s 
structural effort that provides customers with loyalty programs such as points or discounts 
in order to increase customers’ attitudinal and behavioural commitment, to the 
organisation’s market offers (Razaghi, 2014). 
 
1.10.2 Supermarket: a large grocery store selling foods and household goods (Borraz, 
Dubra, Ferres & Zipitría, 2014) 
 
1.10.3 Retail industry: The environment where the exchange of retail-categorised goods 
and services are sold, such as appliances, electronics, apparels, and consumables 
(Smyth, 2019). 
 
1.11 Chapter layout 
The chapter layout provides a summary of the proposed chapters in the research 
proposal. 
 
Chapter 1:This chapter introduced and contextualised the retail landscape, supermarkets, 
the loyalty programme landscape, and the success of supermarket loyalty 
programmes in achieving loyalty and repeat purchases. An overview of the 
study was presented, as well as supporting literature and the research 
methodology. 
 
Chapter 2:This chapter will provide a deeper understanding the retail industry globally 
and within South Africa, supported with data insights from the retail 






Chapter 3: This chapter will focus on the theoretical underpinning of the study, describing 
how behaviour, satisfaction, and loyalty shape consumer perception towards 
loyalty programmes. The constructs that will be measured in the study will also 
be discussed.  
 
Chapter 4:This chapter will describe the methodology that will be used in this study, 
including details on the quantitative questionnaire used to collect data and how 
the sample will be collected. The study’s limitations will also be reviewed. 
 
Chapter 5: This chapter will consist of the data analysis and interpretation of the research 
data. The data retrieved from the questionnaires will be coded with the help of 
descriptive statistics and factor analysis to test the hypotheses related to 
consumers’ perceptions of supermarket loyalty programmes. 
 
Chapter 6:This chapter will provide the conclusions and recommendations from this 
study. This chapter will discuss how the research undertaken could contribute 



















THE SUPERMARKET RETAIL ENVIRONMENT 
 
2.1 Introduction 
The global retail industry contributed to sales of over US $26 trillion in 2020 and is 
expected to grow to over US $29 trillion by 2023 (Statista, 2020c; Statista, 2019c). The 
global retail industry environment is exposed to fluctuating economic climates, high 
competition, and saturated markets (Nair, 2018). Despite the fluctuating economies, it 
has still managed to be the industry that attracts a large number of businesses compared 
to other industries (Nair, 2018). The attractiveness of the global retail industry over the 
years has contributed to the industry’s share of over 31% of the total global gross 
domestic product (GDP) (Statista, 2019c).  
 
Consumer spending is regarded as vital for keeping the retail industry productive and 
contributing to global growth in GDP. Due to the increase in competition in the global retail 
industry, however, customer spending is now being stretched across many more retailers 
(Bizcommunity, 2019). The exposure to more retail businesses has created large 
amounts of competition because of consumers’ limited spend among the existing and 
new retailers. According to Hoffmann (2013), retailers are now realising that in 
competitive cost constrained environments where they are unable to continuously re-
innovate  product offerings, they can leverage the satisfaction profit chain, through 
increasing performance variables related to products and services (i.e., loyalty 
programmes). Loyalty programmes can improve customer satisfaction, which leads to 
increased customer retention (i.e., loyalty), and in turn results in higher revenue and profit 
for the supermarket store (Hoffmann, 2013). The result is that many retailers are 
introducing loyalty initiatives to retain customers in order to overcome the competition in 
the global industry (Mandina & Karisambudzi, 2016). The next section delves deeper into 







2.2 Retail and retail industry defined 
For this study, the term “retail industry” is defined as the environment where the exchange 
of retail-categorised goods and services are sold, such as appliances, electronics, 
apparels, and consumables (Smyth, 2019). Studies show that sales take place in general 
stores and kiosks, which are regarded as the initial forms of retail; this can be considered 
to be the link between the producer and the individual consumer who buys for personal 
consumption (Ahmed, 2012).  
 
Traditionally, retail took place in a brick and mortar environment; however, technological 
advancements such as the shift from retail to online environments and the rise of 
digitalisation of payment methods have created a whole new environment for the 
traditional retail industry to compete and survive in (Borsboom & Lawson, 2018). This has 
been the catalyst for many traditional brick and mortar retailers to relook at marketing 
strategies with more focus on retention of existing customers rather than seeking new 
customers in the global retail environment (Singh, 2018:57; Wollenburg, Hübner, Kuhn & 
Trautims, 2018). The expansion in the number of global retailers online and in the 
traditional environment that the customer is exposed to from around the world, as well as 
the rise in competition between these retailers, has made it more imperative to 
understand the global retail environment and dynamics faced by this industry (Deloitte, 
2020). 
 
2.3 The global retail industry 
The global retail industry has played a major role worldwide in increasing production and 
consumption across a wide range of consumer goods and services. Global retail in the 
five years up until 2019 obtained a 5% global retail growth rate and contributed to over 
31% of global GDP, which has created a large dependency on this industry to contribute 







The dependency of this sector’s contribution can be observed in developing and 
developed countries such as the United States of America (USA), United Kingdom (UK), 
China, and South Africa (SA) (Statista, 2020c). Global retail GDP is accountable for a 
large proportion of these countries’ individual GDP. The global retail industry contributed 
to 6% (US $7,578m) of the USA’s GDP (Deutsch, 2019), 5% (US $9,366m) of the UK’s 
GDP (Retail Economics, 2019), 15.5% (US $26,705m) for China, and 0.8% (US $94m) 
for South Africa (Silver, 2020). 
 
In early 2020, the global retail environment had shown a different trend to its previous 
five-year growth trend with a 0.4% drop in February 2020 due to many new market 
challenges that arose (Statista, 2020c; WARC, 2019). Some of the challenges noted were 
the competitive landscape of new entrants demonstrating its early effects in the 0.4% drop 
on retail performance in 2020.  
 
Other challenges noted globally were the decrease in customer spending in basket size, 
fluctuating inflation, unemployment, trade policies, and the global outbreak of coronavirus 
from November 2019 that restricted traditional shopping behaviours (Bizcommunity, 
2019).  
 
All of the above have made customers more aware of where they spend and get the most 
value out of their transactions, affecting retail and the economy (Deloitte, 2020; Statista, 
2020c). Despite the early downward trend for 2020, economists still believe that global 
retail sales have the potential to grow to US $29.76 trillion by 2023 because of the growth 
potential of key retail players around the world (Statista, 2020c).The table below illustrates 
who these key top performing retailers are, the revenue generated, and the sector they 








Table 2.1: Top 10 global retailers FY2019 





1 Walmart $517bn USA Fast moving consumer 
goods  
2 Amazon $213bn USA Diversified 
3 Costco $144bn USA Fast moving consumer 
goods 
4 Schwarz $130bn Germany Fast moving consumer 
goods 
5 Kroger $124bn USA Fast moving consumer 
goods 
6 Walgreens Boot 
Alliances 
$114bn USA Fast moving consumer 
goods 
7 Home depot $108bn USA Diversified 
8 Aldi $109bn Germany Fast moving consumer 
goods 
9 Carrefour $101bn France Fast moving consumer 
goods 
10 JD.Com $94bn China Diversified 
Source: Forbes (2020) 
The top ten retailers shown above are trading companies operating internationally, with 
seven out of those ten retailers working in the fast-moving consumer goods (FMCG) 






These retail companies are successful because of their ability to leverage economies of 
scale, their operational efficiency, and importantly, their ability to leverage partnering with 
other local retailers to increase competitiveness in their pricing, offering, and rewards 
(Statista, 2019b).  
 
The above-mentioned global merging and partnering across the globe is opening up 
national markets to foreign global retailers, thus creating high levels of competition that is 
forcing global retailers to look at drastic ways of increasing sales through new value-add 
strategies that retain customers (WARC, 2019). Certain areas around the world that are 
seeing the influx of global retail competition in their retail industry are developing areas 
such as Sub-Saharan Africa. Sub-Saharan African retail industry is projected to contribute 
to seven out of the ten fastest growing developing economies in the world, with a growth 
of 2.6% in 2019 and 2.9% in 2020, despite the overall slow growth of the global retail 
performance in 2020 (Business Africa, 2020). This area of importance will be discussed 
further in the next section.  
 
2.4 The Sub-Saharan retail industry 
According to Christele Chokossa who is the senior analyst at Euromonitor International, 
Sub-Saharan Africa is home to 14% of the world's population and by 2030, the region's 
population will surpass that of China, creating a wider untapped retail segment for 
businesses to market to (Bizcommunity, 2020).  
 
The retail sales in key retailing markets such as South Africa, Egypt, Morocco, and 
Algeria, amounted to over US $500 billion in 2018 (Euromonitor, 2019b). Globally, the 
GDP growth has decreased by 0.4% in 2020; when isolating Sub-Saharan Africa, this 
area has a projected GDP growth of 3-4% in 2020 (Bizcommunity, 2020). Rising 
urbanisation is expected to continue stimulating growth in convenience stores and 
supermarkets in Sub-Saharan Africa, unlike other global countries (Euromonitor, 2019b). 
This projected growth in the continent will bring opportunities for business entrants and 
expansion into the continent, producing a greater need to create a competitive advantage 




Parallel to this, license agreements, foreign direct investment (FDI), and strategic 
partnerships between local and international players are set to become key competitive 
tools to expand the footprints of business entrants in Sub-Saharan Africa, such as 
Carrefour through Jumia retailers in Kenya and Walmart through Massmart, its South 
African subsidiary who opened branches in Nairobi through strategic partnerships (Nair, 
2018).  
 
The trend of global brands coming into emerging countries in Sub-Saharan Africa is 
growing specifically because of the rising middle class in South Africa, Tanzania, and 
Ghana. The growing middle class in Sub-Saharan African is said to have disposable 
income of almost US $680 billion by 2020 (Signé, 2019). A large number of lower-income 
consumers are transitioning to middle-income homes and are focused on higher valued 
products, services, rewards, and benefits, which is an untapped opportunity for many 
businesses in Sub-Saharan Africa (Nielsen, 2019b).  
 
The way consumers shop in the region is ever-changing and evolving, with a mix of formal 
and informal sector shopping (Bizcommunity, 2020). The formal sector utilises capital, 
unskilled labour, and skilled labour in production, and produces a traded good that is both 
an investment and a consumption good; while the informal sector uses capital and 
unskilled labour in production, and produces a non-traded consumption good (Ali, 2017). 
Sub-Saharan Africa is made up of a combination of traditional and informal sectors, where 
traditional sectors consist of 30.5% and a massive 69.5% is earned from informal 
channels. These channels vary by market and are influenced by factors such as 
economy, state of development, consumer preferences, and local culture (Signé, 2019). 
South Africa is commonly characterised by the growing urban sector market who is keen 
on entering the formal sector, while Tanzania holds over 76% of its workforce in the 
informal sector due to low social-economic living standards (Malefakis, 2019; Rogers & 





This creates an opportunity for existing formal retail sectors and new entrants to market 
to newly urbanised consumers, and for informal retail sector customers to purchase 
goods through the formal retail sector (PWC, 2019).  
 
Sub-Saharan Africa is doing well in growth when compared to global retail growth; 
however, it would be important to understand how the various global retail sectors perform 
with their own challenges and opportunities within the global retail environment. 
 
2.5 Global retail sectors 
The global retail industry consists of various sectors that each contribute significantly to 
the overall performance of the industry, such as: hardline and leisure goods; diversified; 
apparel and accessories; and fast-moving consumer goods. The table below illustrates 
the global sector company performance and contribution out of the top 250 retail 
companies for 2018. 
 




companies in the 
top 250 list 
Average retail 
revenue (US $) 
Revenue growth 
Hardline and leisure 
goods 
54 16,627 7.3% 
Diversified 21 11,028 6.2% 
Apparel and 
accessories 
39 11,823 4.7% 
Fast-moving 
consumer goods 
136 23,187 3.0% 




When reviewing the top 250 retail company performance for 2018 by sector, the hardline 
and leisure goods sector contributed to revenue growth of 7.3%, and has shown the most 
growth in Compound Aggregate Growth Rate (CAGR) in the past  years since 2013 at 
8.3% (Deloitte, 2020; Euromonitor, 2019b). Hardline goods are considered to be 
merchandise such as hardware, housewares, automotive, electronics, sporting goods, 
health and beauty aids, or toys. The reason for the increase in the revenue growth of 
hardline goods is that more of the global market is moving to middle-income households 
and purchasing homes and vehicles, and improving living standards; this is increasing 
the need for hardline goods, especially in Africa (Nair, 2018). The Deloitte (2020) report 
also indicated that this sector has a fair proportion of 54 retail companies positioned in 
the top 250 retailers of the world, and the second highest average retail revenue. 
 
The diversified sector contributed 6.2% in revenue to the retail industry, with high CAGR 
ratings of 2.3%; this sector consists of companies who own or operate in several unrelated 
business segments, and cross-selling between sectors in retail. The Deloitte (2020) report 
indicated that this sector has a low number of 21 top companies positioned in the top 250 
global retail list and contributes to the slowest average revenue across sectors.  
 
Many supermarket brands are starting to venture into the diversified space to broaden 
their product range and create additional value to retain existing customers (Shi, Lim, 
Weitz & France, 2018). Walmart was originally regarded as a supermarket store in the 
FMCG sector but has now diversified into the apparel and hardline goods sector too 
(Trotter, 2018).  
 
The apparel and accessories sector can be classified as textiles and material used in the 
process of producing clothing or other related items (Petersson & Fahlén, 2014). Apparel 
and accessory retailers have a strong international presence, with over 40% of their retail 
stores located internationally; this has helped maintain this sector’s CAGR growth of 6.4% 
in 2018 and 2.3% more than the previous year in the top 250 performing retail companies. 
The apparel sector has a fair number of companies (39 out of 250) positioned in the top 




The top 250 global retail performance indicates that majority of the top performing stores 
(136 companies) are within the FMCG, which also has the highest average retail revenue 
(Deloitte, 2020). A similar trend can be seen when looking at the entire FMCG sector of 
the global retail industry; it is the highest segment of the global food and grocery retail 
market, accounting for 72.8% of the global retail industry’s total value and holding more 
than 54% of the retailers in this sector (Marketline, 2020). The global FMCG market size 
was valued at US $10 billion in 2017 and is projected to reach US $15,361.8 billion by 
2025 due to the continuous growth in the consumer market and untapped opportunities 
in developing markets (Marketline, 2020). 
 
From the above explanation, customers are still heavily focused on FMCG goods due to 
the sector obtaining the highest average revenue in 2018, even though the percentage 
growth year-on-year has slowed down due to the large amount of competition that this 
sector experienced (Mckinsey & Company, 2018). 
 
One particular country that has a growing FMCG sector is South Africa. South Africa’s 
GDP is set to trend around 1.80% in 2021. Part of this growth can be attributed to private 
consumption, which could contribute to a definite future for sustained development of the 
FMCG sector in the country (Trending Economics, 2020). There has already been a new 
field of retailers emerging to capture consumers’ attention and wallets in South Africa 
(Talevi, 2019). This country will be explored in detail to understand the dynamics facing 











2.6 The retail industry in South Africa 
The retail industry in South Africa contributed to US $64bn in 2019 and has shown a 
constant growth in performance year-on-year since 2013, unlike the entire global retail 
industry (Statista, 2020a). The retail industry in South Africa is expected to grow to US 
$94m in 2020, of which 99.8% of sales will be through offline channels, according to 
Statista (2020). Revenue is expected to show an annual growth rate of CAGR of 7.3% 
between 2020 and 2024, resulting in a market volume of US $125m by 2024 (Statista, 
2020). The positive growth performance of South Africa is due to high household and 
consumer expenditure on retail goods (Statista, 2020). 
 
South Africa has the highest per capita economy in Africa, and the highest per capita 
expenditure on retail goods on the continent. South Africa is also the largest foodservice 
market in Sub-Saharan Africa. This foodservice sector alone is projected to have an 
expected 11.8m users by 2024 (Statista, 2020).  
 
More South Africans are willing to spend a larger portion of their disposable income on 
retail goods and services, making this country a growth opportunity and an attractive 
market for retailers (Radebe, 2020). South Africa is also seen by many retailers as the 
gateway to Africa, despite the economic challenges mentioned earlier, with many 
investing in and using South Africa as a launch pad into fast growing African markets 
(Nielsen, 2018). 
 
When viewing the sales contribution of retail stores within South Africa’s economy, the 
retail trade sectors are seen to comprise of various sectors: food and beverage retailers 
contributing 9% of national sales; textile and clothing contributing to 18%; other sectors 
such as household appliances, equipment, and hardware contributing between 4% and 
7%; and a massive 44% produced by general dealers (StatsSA, 2019b). 
 
The figure below depicts the annual growth over a five-year period across the retail 





Figure 2.1: South African retail sector’s annual growth, 2015-2019  
 
Source: Adapted from StatsSA (2019b) 
 
According to South Africa’s retail sector’s annual growth from 2015 to 2019, retail trade 
sales increased by 2.6% year-on-year in November 2019. The highest annual growth 
rates were recorded for retailers in food, beverages, and tobacco, which is also known as 
FMGC (6.2%); general dealers which includes stores that offer product ranges across 
sectors (i.e. diversified) (3.2%); retailers in household furniture, appliances and 
equipment (3.2%); and retailers in textiles, clothing, footwear and leather goods (2.7%) 
(Stats SA, 2019b).  
 
The food, beverage and tobacco sector (also known as the FMCG sector) contributes to 
8.5% of total retail sales, making it a sector of opportunity for the growing market (Statista 
2019). From the figure above, which depicts South Africa’s retail sector annual growth, it 
is clear that the food, beverage, and tobacco sector (FMCG) provides the most 
contributions to the retail industry growth and is seen as an important sector to focus on 
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In conclusion the FMCG sector’s high contribution,  locally and globally recognised growth 
opportunity further support the growing need of retailers to reconsider new ways to 
overcome competition, win over customers’ limited spend and achieve customer retention 
through loyalty programmes (Hoffmann, 2013; Thumas, 2019). 
 
2.7 Challenges faced in the global retail industry 
A lot of global retail companies are faced with certain challenges, such as resource 
availability, absence of automated systems, or outdated product offerings (Businesstech, 
2020), which have a negative effect on the work of the whole business globally. Some of 
these global challenges are discussed below. 
 
2.7.1 Constantly changing and evolving customer expectations 
The biggest challenge in the retail industry is the ability of businesses to quickly adapt 
and meet changing customers’ needs (Businesstech, 2020). As a result of trade policies, 
inflation, economic fluctuations, and rapid technological advancements, many companies 
have not been able to adapt and be flexible to customers’ needs in the past few years 
(Grewal, Roggeveen & Nordfältb, 2016). Magatef (2015) states that companies should 
focus on the changing need of their existing customer base rather than focus on attaining 
newer customers, which could become more costly to the business in the long term. 
 
2.7.2 Maintaining customer base through loyalty 
Good customer experience is a key factor in creating brand loyalty. Due to the increased 
competition and entries of new businesses into the global retail industry, companies have 
begun to realise the importance of keeping their customer base through retention 
strategies (Askew, 2018).  
 
The customer experience that stores provide through in-store, personal interactions and 
loyalty offerings will formulate a unique combination of differentiation and exclusivity that 
will be difficult to emulate by competitors creating customer satisfaction, and ultimately 




2.7.3 Challenges of digital disruption 
The growth of eCommerce has resulted in consumers having plenty of choices in the way 
they purchase goods and services (Euromonitor, 2018). In the past, customers would 
usually go to the internet to search for product information and compare the price, but still 
buy the product offline. Recent customer behaviour trends state that customers have now 
started to seek convenience more now than ever, particularly during the global Covid-19 
outbreak; this means that the traditional in-store behaviour will likely change (Meyer, 
2020; Lalwani, 2017). Customer trends indicate that real-time offerings and customised 
offerings draw customers to offline stores; the ability of retailers to meet these customers’ 
loyalty needs requires technological adoption in systems, processes, and marketing 
(Deloitte, 2019a). The challenge is that if retailers do not adopt innovation to support their 
loyalty offering in store, customers may resort to other options of purchasing the same 
product through different channels (Samuel, 2018). 
 
2.7.4 Political uncertainty affecting global retail trade 
Uncertainty will continue to be the single biggest challenge facing the global retail industry 
in 2020. Rising trade barriers and geopolitical tensions, from the evolving USA-China 
trade war, social instability in Hong Kong, Brexit, the USA election-year trade politics, and 
Covid-19 restrictions, could make it particularly difficult for companies to plan their 
businesses in both the short-run and long-term (Marsh, 2020, Meyer, 2020). The World 
Trade Organisation (WTO) recently reported a 37% increase in restrictive trade measures 
taken by G20 members in 2019 compared with a year earlier, which will add to the 
challenges yet to come in the industry (World Trade Organisation, 2019).  
 
Attaining new customers will be challenging for retailers because of the numerous barriers 
mentioned above. In response, retailers are realising that there is profitability in retaining 
existing customers through loyalty strategies focused on understanding customers and 





The supermarket retailers are regarded as the most affected by the technological, 
political, and consumer challenges mentioned above (Thumas, 2019). The global 
supermarkets will be discussed next, to understand their role in global retail and 
performance trends. 
 
2.8 Global retail supermarket trends 
The supermarket environment refers to the business of selling foodstuffs and fast-moving 
goods (FMCG) in a retail environment (Aadland, 2012). The supermarket environment is 
within the global FMCG sector of retail. The global supermarket environment is one 
particular area within the global FMCG that successfully grew the most when compared 
to other areas within FMCG in the global retail industry, contributing to over 72.8% of the 
total global retail industry’s turnover (Statista, 2019). Globally, modern retailer formats 
such as supermarkets have replaced or phased out traditional small-scale, family-owned 
grocery shops due to traditional stores not being able to provide larger varieties and 
product lines that supermarkets are able to offer at larger scales (Altenburg, Kulke, 
Hampel-Milagrosa, Peterskovsky & Reeg, 2016).  
 
The top 10 of the top 250 retail companies in 2018, which was presented in Table 2.1 
under the global retail section, consisted of seven large FMCG supermarket brands; this 
demonstrates that supermarkets have been able to successfully operate in FY2019 by 
leveraging mass-production and introducing multiple stores globally to create value-
added offerings to reach success (Deloitte, 2020; Forbes, 2020).  
 
The ease at which many global supermarkets are entering countries is becoming a 
growing concern for existing supermarkets as more competition will fragment the market 
and increase competitiveness (KPMG, 2019). If supermarkets do not produce long-term 
competitive solutions, they will be letting US $200 billion to US $700 billion in revenues 
shift to new entrants, and to online and non-supermarket channels, especially if they do 





In recent trends, supermarket stores are coping with additional competitiveness in the 
global market by increasing their footprint and offering express stores, convenience-on-
the-go stores, or pop-up stores that help create smaller stores that stock fresh products 
in cost-effective ways (Askew, 2018). Studies also indicate that unlike other FMCG 
companies, supermarkets have the ability to easily obtain foreign direct investment into 
developing countries and erect supermarket chains in untouched markets where they are 
more welcomed by the developing markets because of their wider product availability and 
employment opportunities (Nair, 2018). Tesco, Carrefour, and Costco are examples of 
supermarkets that have ventured out globally and reached financial success (Carpenter, 
2019). 
 
Majority of global supermarket success is due to their expansion into developing 
countries, which is where there are many opportunities to increase footprint and sales; 
one particular country that is open to this expansion is South Africa because of its growing 
market and its links to rest of Africa (Nair, 2018). 
 
2.9 The retail supermarket environment in South Africa 
According to Emongor (2008), the supermarket environment in South Africa has evolved 
dramatically from the 1940s to the present date. OK Bazaars was the first company to 
introduce supermarkets in South Africa in 1948 (Emongor, 2008; Strydom, 1989). This 
implies that supermarkets have been in existence in South Africa more than 60 years, 
thus contributing to retail performance.  
 
Developing countries such as South Africa have had the highest influx of supermarkets 
in Africa over the past 10 years, and as the supermarket environment continues to thrive 
and spread out across South Africa through local and international brands, so has the 
competition for their customers’ limited share of wallet (Wathigo, 2016; Deloitte, 2019b). 
In addition, South African local supermarkets are expanding, with a solid growing footprint 
into other African countries. This is providing a gateway to the rest of Africa for companies 
from the USA who are doing business in South Africa, with potential business partners to 




Improvements in foreign investments and an increasing influx of international brands are 
making it possible for supermarket retailers to change the retail scene in South Africa by 
introducing more stores and product categories to the market. Due to the increase in 
FMCG supermarkets and product categories, the FMCG supermarkets form the leading 
distribution channel in the South African food and grocery retail market, accounting for a 
59.4% share of the total market's value (Marketline, 2020). The value of supermarket 
sales in South Africa totalled about US $23.1 billion in 2017 and is expected to reach US 
$63 million by 2023 (Marketline, 2020; Statista, 2019). 
 
According to Deloitte (2019b), retail supermarkets are the area with the largest potential 
for retail growth in the South African retailer environment. The popularity of retail 
supermarket chains continues to rise among the largest portion of low- to middle-income 
South African consumers (Euromonitor, 2019b; Farfan, 2019). Rapid urbanisation and 
the related shift from rural to urban living, as well as the expansion of the middle class, 
have resulted in a rise of single households driving demand for products. This rise in 
consumer demand creates the opportunity for greater exposure to international brands 
and the customisation of products, as well as the need for expanding various payment 
processes, such as barcode, reward points, or e-payments, to more easily facilitate these 
purchases (Ntloedibe, 2019).  
 
The supermarket environment of South Africa is categorised by stiff and increasing 
competition coupled with shifting consumer needs and preferences (Marketline, 2020). 
Due to this increasing competition, many supermarkets are trying to retain existing 
customers through loyalty tactics such as loyalty programmes, which have become a 
popular tactic in South Africa (Claasen, 2019). The top four South African supermarkets 
(Shoprite Holdings, Pick n Pay, Spar, and Woolworths) have been able to maintain growth 
and find loyalty solutions to overcome new entrants, rivalry, and substitutes, which will be 






The South African supermarket sector is highly concentrated with the top four companies 
of Shoprite Holdings, Pick n Pay, Spar and Woolworths accounting for about 80% of all 
retail sales since 2012 (Marketline, 2020). When taking a closer look at the supermarkets 
in South African, the top four performing supermarket retailers in South Africa stand out 
by their large market share and revenue in the top 250 retailers globally in 2018. Shoprite 
Holdings is followed by Spar, Pick n Pay, and then Woolworths, in revenue for 2018. 
(Deloitte, 2020). These supermarket stores have been able to hold strong positions in the 
retailer space due to their partnerships and unique retention strategies: for example, 
Woolworths’ partnership with Engen has maintained dominance in convenience stores 
with the expansion of its food chain stores; Pick n Pay and British Petroleum (BP) 
continues to convert stores into Pick n Pay express stores to service the lower-income 
consumers; and Shoprite Holdings, a significant player in the supermarket environment, 
benefits from the success of its franchise chain stores that have their own identity and 
personality, and offer shopping facilities appropriate for the market in which they trade 
(Ntloedibe, 2019). The success of these supermarkets can be observed in Deloitte’s 
(2020) top 250 global retailers of 2018, which illustrates the magnitude of South Africa’s 
supermarket reach and growth globally (see Table 2.3 below). 
 
Table 2.3: South Africa’s top performing retailers from the 250-top performing 
global retailers of 2018 













15 11,294 10,586 6.2% 8.0% 
132 Spar Group 12 7,252 7,867 7.8% 16.6% 
162 Pick n Pay 7 6,225 6,513 4.4% 6.9% 
205 Woolworths 14 5,332 5,039 5.4% 12.5% 




Shoprite Holdings (which includes the Checkers group) ranked 100th out of the top 250 
global retailers for 2018; this is far ahead of Spar (132nd), Pick n Pay (162th), and 
Woolworths (205th). Over a five-year period, Spar has shown the highest CAGR of 
16.6%, with Woolworths following at an annual growth rate of 12.5%. Pick n Pay showed 
the lowest growth at 6.9%, while Woolworths and Spar were both ranked among the top 
50 fastest-growing retailers list published in the same Deloitte (2020) report. Spar was 
ranked as the 29th fastest-growing retailer (out of 50), and Woolworths ranked 38th 
(Delotte, 2020). 
 
When taking a closer look into Shoprite Holdings’ performance, Shoprite Holdings’ CAGR 
since 2012 has been 8.0%, with majority of the group’s growth contributed by the 
supermarket category (Shoprite Holdings Ltd, 2019). Shoprite’s supermarket brand is 
focused on discount offerings through coupons, specifically targeted toward the lower-
income market; at the time of the study , this supermarket did not own a true loyalty 
programme offering (Shoprite Holdings Ltd, 2019), which limits their ability to obtain 
customer data and build a customer base, excluding it from this study.  
 
One of Shoprite Holdings’ other leading supermarket brands, known as Checkers 
supermarkets, received an increase in market share (31.7% FY2018), saw year-on-year 
growth, increased its reach in network, and launched their Checkers FreshX stores and 
a loyalty programme (Xtra Savings). The Checkers loyalty programme enabled them to 
develop a customer base through their registered customers, making it a leading 
contributor to Shoprite Holdings’ growth (Shoprite Holdings Ltd, 2019 Shoprite Holdings 
Ltd, 2020). For the reasons mentioned above, this study will focus on Checkers under the 
Shoprite Holding group.  
 
Table 2.3 indicates that industry leaders who have been in existence for longer (Pick n 
Pay) have started to show a slower CAGR and the lowest percentage change in revenue 
year on year. Although Pick n Pay has had the longest running loyalty programme in the 
South African supermarket environment, which has been a competitive factor since its 




Woolworths have a distinct consumer market to which they offer unique higher-end 
product offerings, and they have been able to maintain revenue and grow the second 
highest in CAGR (Omarjee, 2017). The Shoprite and Spar supermarkets have shown 
significant positive five-year CAGR, with Shoprite Holdings’ growth accounted for by the 
growing low- to middle-income market that their Checkers supermarket brand serves 
(Shoprite Holdings Ltd, 2017). 
 
The top performing supermarkets in South Africa, which were presented in Table 2.3 
above, are discussed in more detail in Table 2.4 below. 
 
Table 2.4: Overview of the top performing South African supermarkets from the 










































• This chain exists 
under the Shoprite 
Holdings brand. 
Currently has over 202 
supermarket stores in 
Africa. 
• Strategy is focused on 
the growth of its share 
of spend in the middle-
to-higher income 
segment of the 
market. 
• Strategy has focused 
on quality and value 
through their unique 
product categories 
































such as globally 
sourced cheese and 
wine range, which 
helps it compete in the 
Woolworths market. 














































• Primarily a wholesaler 
and distributor of 
goods and services to 
SPAR supermarkets, 
Quick SPAR, TOPS at 
SPAR liquor stores, 
and SPAR pharmacy 
and healthcare. 
• Has 1000 stores in 
South Africa. 
• Strategy is focused on 
increased footprint, 
sustainability, and 
value to the customer. 
• Have been able to 
improve the brand 
perception of the 
company through its 
diversification into the 
supermarket, health 
care, alcohol, and 
































































• This chain exists 
under the Pick n Pay 
Group. 
• Operates over 106 
supermarket stores in 
South Africa. 
• In a partnership with 
BP service stations 
where they have PnP 
Express stores. 
• Strategy is to provide 
great value, service, 
and innovation for 
customers. 
• Strategy is focused on 
loyalty through 
partnerships in a 
points-based 
programme. 
• LSM 4-8 
consumers 


























• Operates 218 full 
supermarket stores 
and 420 food stores 
alone in South Africa. 
• LSM 8-10 
consumers 
• Have been 



























• In partnership with 
Engen service stations 
where they have 
Woolworths express 
stores. 




quality, flavour, safe, 
and innovative food at 
great value. 
• Their superior quality 
strategy offers a 
competitive advantage 
to the brand in the 
higher-end consumer 
market. There is no 
other leading brand in 
this area, which sets 
Woolworths as the 
leader in LSM 8-10 

























Retail expansion, retaining customers, and providing value to their customers is seen as 
a key trend in these South African supermarkets’ strategies. All of these stores have 
launched their own loyalty programmes or loyalty offerings in the past decade, which 
contribute to their ability to retain customers and grow their customer base. They have 
also ventured into Africa and increased their footprint. A shared understanding of retaining 
customers through loyalty is seen as a top priority and common tactic across these 
supermarkets in order to achieve permanent connections with clients based on a strong 
relationship built from the onset between store and customer (Ranabhat, 2018).  
 
A competitive price is increasingly the single determinant in the choice of shopping 
destination, and supermarkets are responding with innovative mechanisms through 
loyalty tactics to communicate value to shoppers, from loyalty points to cashback or 
loyalty discounts, which is common in these supermarkets (Singh, 2018).  
In addition to pricing, the customer experience is also becoming a growing trend in South 
African supermarkets, with many having introduced streamlined digital payment systems 
and engagement channels through applications that facilitate customer satisfaction with 
the supermarket brand (Boyle, 2019). In addition to improving customer experience, many 
South African supermarkets are introducing small stores or pop-up stores that are cost-
effective, conveniently located, and adapted to serve customers based on geographical 
location (Euromonitor, 2019b).These top performing supermarkets continue to steadily 
grow revenue. Their loyalty offers will be discussed in section 2.10. 
 
2.10 Loyalty programmes offered by the supermarket sector of South Africa  
Over the past few years, the use of loyalty programmes has grown year on year in South 
Africa due to the country being a developing country with many opportunities for both 
domestic and foreign retailers wanting to enter the market (Bizcommunity, 2020; Iol, 
2020). In South Africa, there are over 100 active loyalty programmes, of which 75% of 
South Africans are members, with majority falling within the supermarket industry (Tritech 





According to the Nielsens study on South African loyalty, monetary rewards are more 
highly valued in South Africa than in the rest of the countries in the region (Bizcommunity, 
2017). Nearly seven in ten South African loyalty-programme participants prefer rebates, 
cashback, or product discounts as the top three types of rewards. 
 
Many customers went on to say that loyalty programmes are more likely to make them 
continue to do business with a company and that they only join loyalty programmes to get 
free products or discounts (Tritech Media, 2018). Loyalty programmes also create 
competitive advantage by reducing customers’ likelihood to switch stores, and with all 
things being equal, customers will buy from a retailer with a loyalty programme over one 
without (Bizcommunity. 2017).  
 
When looking at the performance of South African supermarkets in the top 250 global 
retailers of 2018 (i.e., Spar, Shoprite Holding - Checkers, Pick n Pay, and Woolworths), 
majority of them have launched loyalty programmes in the past year. The later adopters 
of loyalty programmes, such as SPAR who only launched their loyalty programme in 
2018, received the higher CAGR; however, industry leaders such as Pick n Pay, who 
launched their loyalty programme ten years ago, received the lowest CAGR (Deloitte, 
2020). This indicates that customers are becoming less loyal to a particular brand loyalty 
programme in South Africa and that customers are joining multiple loyalty programmes in 
search of the better offer (Businesstech, 2019). 
 
The loyalty programmes that will be reviewed in this study will be from the top performing 
South African supermarket retailers in the Deloitte’s (2020) report on the top 250 global 
retailers in 2018: Spar; Shoprite Holdings with a focus on Checkers since the Shoprite 
brand does not have a pure loyalty programme, as discussed earlier; Woolworths; and 







These four supermarket brands have true loyalty programme offerings that require 
consumer registration, which allow them to create and grow their customer database 
through loyalty rewards, which is critical for this study’s investigation. An overview of 
these supermarket stores was presented earlier in the South African retail supermarket 
environment section. In the sections that follow, the loyalty programmes for each of the 
four supermarket brands are discussed. 
 
2.10.1 Shoprite Holdings – Checkers supermarkets 
Shoprite Holdings’ first supermarket brand known as Shoprite supermarket stores will not 
be considered for this study due to the brand not having a true loyalty programme offering 
for their lower-income market that they serve at the time of completing this study, which 
limited their ability to create and grow a customer database to build customer 
relationships (Shoprite Holdings Ltd, 2020), thus making it irrelevant for this study. 
Another leading supermarket brand under the Shoprite Holdings group is known as the 
Checkers supermarket stores in South Africa.  
 
Checkers has been able to hold market share and growth due to their growing Checkers 
reach and loyalty programme that was launched in 2019, and serves the lower LSM of 4-
7 market, who are considered to be the majority of South Africans (Nielsen, 2019b; 
Shoprite Holdings Ltd, 2020). Checkers’ loyalty programme’s advantage is their growing 
registered customer database, which makes it beneficial to include in this study. Not all 
loyalty programmes have this feature of a registered customer database, such as 
Shoprite’s discount offer to customers without any type of registration needed to collect 
customer data. 
 
The Checkers Xtra Savings loyalty programme, which was launched in 2019, provides 
instant cash savings for purchases of specific goods on promotion to all customers who 
have signed up, irrespective of shopping history, frequency, or spend (Shoprite Holdings 
Ltd, 2019b). As of October 2019, Checkers have signed up 1 million customers to their 
programme (Business tech, 2019). Their loyalty programme focuses on immediate 




The Checkers strategy has moved away from a points-based loyalty to instant rewards, 
as they feel this type of loyalty programme is both profitable and valuable for the store 
and customer. Customers can sign up for the loyalty programme in store, by downloading 
the application or through WhatsApp. Checkers’ strategy is to be located in rural and 
township areas to transition informal retail customers to formal customers and to target 
lower-income households with lower-price offers (Shoprite Holdings Ltd, 2017). 
 
2.10.2 Spar 
Spar launched their MY SPAR Rewards in 2017. The My SPAR Rewards loyalty 
programme sends customers monthly electronic product coupons that will be redeemed 
automatically when they swipe their MY SPAR Rewards card or quote their cell phone 
number at till points. The customer is requested to provide their cell phone number to sign 
up online or in store. Customers are then able to collect points on purchases, which can 
then be exchanged for instant discounts or rewards when a customer purchases goods 
again (Gauteng Province Quarterly Bulletin, 2012:6).  
 
This loyalty programme has a 62% active user rate according to the 2018 Loyalty 
Programme Member Engagement questionnaire, with 60% of members indicating that 
they would suggest this loyalty programme to someone else and are happy with the 
rewards and benefits that Spar offers (Tritech Media, 2018). 
 
2.10.3 Pick n Pay 
Pick n Pay launched their smart shopper loyalty programme in 2011. This loyalty 
programme provides ‘smartshopper’ points for every transaction of selected goods 
purchased. The points collected can then be used to discount future purchases at Pick n 







Over the years, Pick n Pay’s loyalty programme has emerged to be the largest 
supermarket reward programme due to its multi-partner offering that allows customers to 
earn and redeem smart shopper currency through multiple partners and use the currency 
as a form of payment. To facilitate sign-up and engagement with the programme, Pick n 
Pay have a mobile app that facilitates the personalised discounts that are loaded weekly 
for each member, called a ‘Smart Shopper’. Pick n Pay also has multiple touch points 
where customers can claim discounts, such as kiosks in-store, via email, or on the Pick 
n Pay mobile app. The loyalty card is then swiped at the till to get the savings when 
purchasing the qualifying products.  
 
Pick n Pay currently has 7 million active customers on the programme (Iol. 2020). This 
loyalty programme has an 85% active user rate according to the 2018 Loyalty Programme 
Member Engagement questionnaire, with 70% of members indicating that they would 
suggest this loyalty programme to someone else and are happy with the rewards and 
benefits that Pick n Pay offers (Tritech Media, 2018). 
 
2.10.4 Woolworths 
The Woolworths WRewards programme is not a traditional points-based programme; 
instead, customers enjoy instant savings on their till slip at point of sale (POS), and on 
the Woolworths App, product voucher offers, and up to 3% cashback when buying with 
their Woolworths Credit card. The WRewards programme in its current format has been 
in operation since September 2010, with customers saving a total of R538m during the 
period of June 26, 2017 to June 24, 2018 (Woolworths, 2020). 
 
Woolworths uses the tiered system approach on the WRewards programne, where the 
more a customer shops, the higher their status becomes and the higher the benefits that 
can be claimed, such as VIP Vouchers (Iol, 2020). This tiered system has started to 
migrate customers along the programme to encourage repeat purchases, which also 




This approach of encouraging customers to engage actively with a loyalty programme is 
a key focus of most loyalty programmes since customers have marked engagement as a 
key focus of loyalty programmes (McEachern, 2019; Nielsen, 2017). WRewards has an 
81% active user rate according to the 2018 Loyalty Programme Member Engagement 
questionnaire, with 60% of members indicating that they would suggest this loyalty 
programme to someone else and that they are happy with the rewards and benefits 
offered by Woolworths (Tritech Media, 2018). 
 
2.11 Conclusion  
When reviewing the global retail environment, this study has indicated that the global 
retail industry is a large contributor to the global functioning of the world (Statista, 2019; 
Statista, 2020). Many retailers in developed countries have reached saturation and are 
venturing into new markets and new sectors, such as into South Africa, to increase their 
competitiveness (Askew, 2018). Smaller developing markets such as South Africa have 
achieved large amounts of growth and still have opportunities to explore within the retail 
environment, specifically the supermarket environment (Boyle, 2019).  
 
Local supermarket retailers in South Africa are becoming more driven and focused on 
retaining their customers through loyalty initiatives, as they are aware of the challenges 
faced due to increased entrants and disloyalty from customers. The increase in loyalty 
programmes offered by South African top performing supermarkets is changing the 
environment that customers shop in, and is offering customers more choice, more 
rewards, and less loyalty, which makes it immensely important to understand how 
customers perceive loyalty programmes in the South African supermarket environment 
(Nielsen, 2018).  
 
The following chapter will investigate the supporting theories that underpin this study, with 
a focus on the environmental and shopping orientations of customers towards loyalty 
programmes, and a deeper look into the theories of customer satisfaction and loyalty 




 CHAPTER 3  
THEORIES UNDERPINNING HOW SHOPPING ORIENTATIONS INFLUENCE 
CUSTOMER SATISFACTION AND LOYALTY 
 
3.1 Introduction 
The competitive retail landscape explained in Chapter 2 provided arguments for why 
many retail supermarkets are focused on retaining existing customers and ultimately 
turning all customers into loyal customers (Nair, 2018). However, attaining loyalty as an 
end result in the supermarket environment can pose a challenge because of the increase 
in entrants, offers, and variety of products available to customers (Ranabhat, 2018; 
Lawton, 2016). The competitive retail supermarket and grocery environment has led to 
customers stretching their limited spend across more retailers, which could decrease 
loyalty levels (Samuel, 2018). Since customers have more options to choose from, 
supermarkets are forced to initiate loyalty offerings in order to entice customers to 
purchase at a particular store. One particular offering that has become popular within the 
global retail space is loyalty programmes (Khadka & Maharjan, 2017).  
 
Considering this, it is important to understand how customers perceive loyalty 
programmes in the supermarket industry, and the elements contributing to a customer’s 
selection and satisfaction in particular loyalty programmes. In this chapter, available 
literature is drawn on to highlight the factors that influence the selection of loyalty 
programmes, customer satisfaction, and customer loyalty. 
 
3.2 Theories underpinning the study 
There are various theories used for understanding customers’ perceptions of supermarket 
offerings. The theories discussed below are said to have an important role in prompting 







3.2.1 Theory of consumer behaviour 
A clear understanding of consumer behaviour theory is fundamental for studies of 
consumer satisfaction of, and loyalty towards, supermarket loyalty programmes (Mack, 
2019; Singh, 2018; Simon & Manohar, 2015:39). It is extremely important to understand 
customers’ needs and wants, which influence when, where, what, and how consumers 
buy products or services; this is also known as their behaviour. Understanding customers’ 
behaviour is crucial for the existence and continuation of organisations, as the more 
clearly organisations understand the reasoning behind customer behaviour, the more 
equipped they are at influencing behaviour positively towards their brands, and ultimately 
securing loyalty (Parumasur & Roberts-Lombard, 2014:01). 
 
Consumer behaviour is regarded as the behaviour that consumers show when seeking, 
purchasing, consuming, and evaluating products and services that they perceive will 
satisfy their needs (Blythe, 2013:05). Kotler and Keller (2016) share similar views, 
whereby consumer buyer behaviour is considered to be the various ways that consumers 
buy and consume goods and services to satisfy their needs or wants at the time of 
purchase. A common explanation shared by the above authors’ definitions is that a 
customer’s repeat purchase behaviour is dependent on how they analyse the offerings 
presented to them, which is translated into behaviour. The way that customers analyse 
loyalty offerings will influence their likelihood of engaging in loyalty programmes; the more 
satisfaction identified by the offering, the greater a customer’s participation and loyalty to 
the brand (Khadka & Maharjan, 2017). 
 
Consumer behaviour is not something that happens only at the purchase stage; it is an 
ongoing process that involves various stages before, during, and after the buying 








3.2.1.1 Consumer’s decision-making process 
The customer’s decision-making process can be defined as a series of steps taken by an 
individual to determine the best option or course of action to meet their needs. The five 
processes of a consumer’s decision-making process are problem recognition, information 
search, evaluation of alternatives, purchase, and post-purchase evaluation (Adunola, 
Parinda, Oluwamayowa, Musibau & Olusola, 2016; Kotler, Armstrong, & Cunningham, 
2008). The first stage, problem recognition, focuses on the customer identifying their 
needs. This is followed by an information search on the products/services that can satisfy 
their need. Once options of suitable products are identified, the customer will select the 
best solution and purchase the product. Post consumption, the customer will evaluate 
how well the product satisfied their needs. The last stage links up to the satisfaction and 
interconnected influence on loyalty to the product or service offering (Adunola et al., 
2016). The last stage is very important to businesses because this stage ultimately 
determines a customer’s satisfaction and repeat purchases, which can lead to loyalty 
(Adunola et al., 2016).  
 
In the post-purchase evaluation stage, consumers base their willingness to repeat a 
purchase on the utility they have from the product they consumed, with emphasis on a 
positive relation between their intention to return and willingness to recommend (Khadka 
& Maharjan, 2017; Bigné, Ruiz & Blas, 2005). Haziri, Chovancová, and Aliu (2018) 
confirm that the quality of service is an important element of the satisfaction level. The 
authors argue that there is a strong relationship between the quality of services and the 
perceived value, customer satisfaction, and post-purchase intention, which ultimately 
influences customer loyalty (Haziri et al., 2018). Secondly, consumer decision-making is 
highly linked with individuals’ experiences. A good experience tends to shorten the 
decision-making process, while a bad experience tends to change the whole process 
(Haziri et al., 2018). The decision-making process that the consumer goes through in 
order to determine if a product should be consumed or not is influenced by the type of 






3.2.1.2 Shopping motivation  
Shopping motivation is one of the key concepts in research on consumer shopping 
behaviour and continues to be vigorously discussed. Yu, Zhang and Liu (2018) and 
Tillmann and Thomas (2010) state that there is importance in understanding hedonic and 
utilitarian shopping motivations, as each type of motivation has an influence on customer 
behaviour. 
 
The utilitarian shopping motivation is considered when the customer is motivated to 
purchase a product with an efficient and timely expenditure of resources. It is focused on 
task orientation, rational and cognitive behaviour, and efficiency and achievement. In 
other words, will the purchase save time and enable the customer to successfully find the 
product to satisfy their needs (Yu et al., 2018). Hedonic shopping motivations is when the 
customer is motivated solely on the shopping experience, the enjoyment, the interaction, 
the journey, and the focus is on the emotional side of the customer (Workman, 2010:126). 
 
The effect of supermarket attributes on hedonic shopping motivation, utilitarian shopping 
motivation, and customer loyalty have shown that the supermarket attributes of location, 
facilities, services, and merchandise impact on hedonic shopping motivation positively 
and significantly (Steen, 2016; Hartono, 2011). Yan, Sirion and Horward (2011) study on 
the effect of the mall environment or atmosphere on the shopping value and the behaviour 
of consumers has shown that the mall environment and product quality have a positive 
effect on utilitarian shopping value. Both types of motivations influence the behaviour of 
customers and ultimately determine their satisfaction with a supermarket (Yuniarinto, 
Thoyib, Solimun, & Sularso, 2017). 
 
According to the study done by Mägi (2003) and Vesel and Zabkar (2009), understanding 
consumer behaviour is key for understanding the role that behaviour plays in influencing 






3.2.2 Customer relationship management 
Although customer relationship management (CRM) fits within relationship marketing 
theory, this study’s focus on the customer necessitates the focus on CRM (Singh, 2018). 
CRM theory focuses on creating customer loyalty and creating, sustaining, and growing 
longer-term customer engagement or relationships rather than shorter-term 
engagements like customer acquisition and once-off sales (Rahimi & Kozak, 2017:40). 
CRM is aimed at building strong long-term relationships that keep customers coming back 
repeatedly, whereby the sole aim is to help organisations build individual customer 
relationships in such a way that both the firm and the customer get the most out of the 
exchange (Berfenfeldt, 2010).  
 
Achieving these long-term relationships has been challenging because of the increased 
entry of competition in the retail supermarket industry, making CRM important for 
businesses to adapt their business activities to reach their customers and build strong 
relationships and loyalty with customers (Berfenfeldt, 2010). Supermarkets previously 
concentrated on customer visits to their stores through the traditional use of point-of-sale 
advertising, sales promotions, and treating all customers the same (Musasa, 2014). More 
recently however, the focus for many supermarket retailers has shifted from attracting 
new customers through marketing resources such as advertising and sales promotions, 
to having more concern for existing customers and providing them with ‘relational 
benefits’ through loyalty programmes to encourage repeat purchases (Musasa, 2014).  
 
Hidayat, Zalzalah, and Ekasasi (2016:216) state that achieving effective customer 
relationships will ultimately secure lifetime customers who choose to purchase a product 
from a supermarket solely on the product offerings, irrespective of a better offering in the 
market. CRM is regarded as a tool from which customer loyalty can be created, which 







In order to ensure that a strong relationship is built with the customer, it becomes essential 
to understand a customer’s level of expectations in order to meet or exceed them; this is 
explored in the section below on the customer expectation/disconfirmation paradigm 
below. 
 
3.2.2.1 The customer expectation /disconfirmation paradigm 
Expectations define a customer’s anticipations about the performance of products and 
services (Elkhani & Bakri, 2012), whereas disconfirmation is defined as the difference 
between the customer’s initial expectations and the actual performance of the product or 
service (Lankton & McKnight, 2012; Bhattacherjee & Premkumar, 2004). The 
expectation/disconfirmation paradigm states that disconfirmation (i.e., the difference 
between expectations and perceived performance) affects a customer’s satisfaction. 
When the actual performance of a specific product or service cannot meet the customer’s 
expectations, negative disconfirmation will occur, which leads to the customer’s 
dissatisfaction. On the other hand, if the perceived performance of a specific product or 
service is able to exceed the customer’s satisfaction, then positive disconfirmation leads 
to the customer’s satisfaction. Finally, when there is no difference between a customer’s 
expectation and the actual performance of a specific product or service (i.e., the perceived 
performance equals the expectation), then simple confirmation occurs (Schiebler, 2018). 
Expectations and desires both have positive impacts on the perceived performance of a 
product or service. In addition, disconfirmation generates a positive effect on the overall 
satisfaction, which consists of both negative and positive disconfirmation. Research 
proves that performance has a direct impact on overall satisfaction (Elkhani & Bakri, 
2012).  
 
Developing customer relationships without fully understanding customers’ expectations 
with the brand will manifest as poor uptake, low participation, and most importantly, 
unsatisfied customers (Mägi, 2003). By understanding expectations and building 






3.2.3 Theory of customer satisfaction 
When a consumer repeats a certain behaviour, it is an indication of the level of satisfaction 
received; the higher the satisfaction, the higher the likelihood of turning satisfaction into 
repeat purchases (Vesel & Zabkar, 2009). Customer satisfaction is obtained through the 
customer’s perception that a product, service, or feature provided a pleasurable level of 
consumption or under- or over-fulfilment, linking back to the customer 
expectation/disconfirmation paradigm (Grigoroudis & Siskos, 2010). This pleasurable 
level of consumption usually arises when positive disconfirmation takes place (Schiebler, 
2018). Most of the past literature acknowledge that customer satisfaction is the biggest 
contributor to customer loyalty (Khadka & Maharjan, 2017; Ibáñez et al., 2006; Auh & 
Johnson, 2005). These authors state further that high levels of satisfaction from 
customers will translate into similarly high loyalty towards the brand, increasing the 
probability of repeat purchases (Khadka & Maharjan, 2017; Ibáñez et al., 2006; Auh & 
Johnson, 2005).  
 
Within the retail environment, customer satisfaction can be defined as a customer’s 
cognitive and affective evaluation based on their personal experience across all service 
episodes within the relationship (Nair, 2018; Storbacka, Strandvik & Gronroos,1994:25). 
Vesel and Zabkar’s (2009) study on customer satisfaction towards loyalty programmes 
identified how personal experiences influenced satisfaction greatly in the retail 
environment. Other studies have found that if customers were satisfied with the services 
of the firm, they are more likely to repeat purchase from the firm and develop a 
relationship with that firm compared to those firms they were not satisfied with (Khadka & 
Maharjan, 2017; Jamal & Naser, 2003). Satisfying customers is not enough to retain 
them, however, because even satisfied customers defect at a high rate in many 
industries; this highlights how firms should aim to provide added value in areas seen as 
important to the customer to ensure retention and satisfaction (Khadka & Maharjan, 2017; 
Dhman, 2011). The theory of satisfaction will be explored in more detail in Section 3.3.4 





When a customer experiences satisfaction over a period of encounters, this builds 
relationships, and the behaviour that the customer demonstrates is loyalty towards the 
brand or product offering (Magatef & Tomalieh, 2015). The theory of customer loyalty is 
discussed in the section that follows. 
 
3.2.4 Theory of customer loyalty 
Customer loyalty is the customer’s attitude and behaviour of preferring one brand over all 
competitors’ product offerings because of the satisfaction received from consuming the 
product or services (Magatef & Tomalieh, 2015). Customer loyalty can be further defined 
as when customers have received a positive perception, which translates into customer 
satisfaction, and then contributes to a level of customer loyalty. Past literature does 
indicate however that repeat purchases do not necessarily indicate satisfaction or 
sufficient condition of brand loyalty as customers may repeat purchase based on location 
or convenience, with no linkage to actual satisfaction (Jacoby & Chestnut, 1978). This 
statement is supported by Mägi (2003) who states that loyalty is more than a repetition of 
behaviour and is influenced by loyalty to price, brand, company, connection to a store, 
and belonging to a certain group of customers; most importantly, loyalty is the result of 
satisfaction.  
 
In recent years, customer loyalty has become a focal point for marketers and researchers 
in the supermarket industry, as supermarkets are able to attain higher profitability by 
attracting customers and retaining them for the long-term (Omoregie, Addae, Coffie, 
Ampong & Ofori, 2019). When loyalty programmes are able to meet all the requirements 
of a successful loyalty programme in the eyes of the consumer, satisfaction is reached. 
This satisfaction is the ignition for repeat purchases and building the foundation for loyalty 
(van Vuuren, Roberts-Lombard and van Tonder, 2012). According to Vesel and Zabkar’s 
(2009) study of customer loyalty through satisfaction, two key measurements of loyalty is 
behavioural and attitudinal loyalty. Understanding customer behavioural and attitudinal 
loyalty in this study is beneficial for interpreting the effects on customer’s perceptions of 
supermarket loyalty programmes (Xu, Goedegebuure & van der Heijden, 2006). 




3.2.4.1 Behavioural and attitudinal loyalty 
Rogers and Peppers (2004) describe customer loyalty as a two-dimensional topic that 
leads in two directions: attitudinal (emotional) and behavioural (functional). Behavioural 
loyalty means that someone is willing to pay a premium for brand x over brand y, even 
without favour to the attitudes that underlie that conduct (Jo-Ting, 2019:81-82). 
Behavioural customer loyalty is not the cause but the results of preference, which is what 
many higher-end supermarket brands experience; for example, customers shopping in 
Woolworth in South Africa voted that experience is the reason why they are willing to buy 
high-end products from Woolworths (Bizcommunity, 2019; Kasai & Chauke, 2017; 
Nischal, 2015). Behaviour loyalty does not take into account other variables such as 
location and the actual situational factors that will affect a customer’s choice to visit a 
supermarket store more than once; hence, it is important to consider the attitudinal loyalty 
in conjunction with the behavioural loyalty to give a more realistic accurate measurement 
of overall loyalty (Kasai & Chauke, 2017; Noordhoff, Pauwels & Odekerken, 2004).  
 
The attitudinal definition of loyalty suggests that loyalty is a state of mind; it refers to the 
level of a customer's psychological attachments and attitudinal advocacy towards the 
service provider/supplier (Jo-Ting, 2019:81-82). Attitudinal loyalty is focused on building 
long-term relationships between a store or brand and its customers, through a stronger 
bond or commitment instead of short-term repeat purchase behaviour; this is likely 
creating a designated space for the supermarket brand in the minds of consumers when 
they select that product category (Bridson, Evans & Hickman, 2008).  
 
A good loyalty programme needs to have both behavioural and attitudinal loyalty to be 
considered effective because it demonstrates a linkage between behaviour and emotion, 
which reflects true loyalty (Hoffmann, 2013:85). One way to influence competitiveness of 
loyalty is to clearly understand where customers are on the loyalty ladder. This will help 
understand what the current mindset of the customer is and what to offer them to move 






3.2.4.2 The ladder of loyalty  
The behavioural and attitudinal loyalty of customers will influence where the customer’s 
mindset and behaviour are, as they move along the loyalty ladder. There are six stages 
in the ladder of customer loyalty: prospect, customer, client, supporter, advocate, and 
partner. The ladder of customer loyalty provides a good depiction of how a customer’s 
value of products or services evolves at different levels of a relationship as they move 
from ‘prospect’ to ‘partner’ of the brand. Moving the customer up the loyalty ladder is not 
simple however (Godson, 2009). Due to the competitiveness of the supermarket industry, 
customers have the ability to move up and down the ladder of loyalty. It is further noted 
to be much more difficult to move a customer back up the loyalty ladder of a particular 
brand if they received an unsatisfactory experience. When organisations have a clear 
understanding of where exactly the customer is in relation to value and satisfaction, they 
can then proceed to move the customer up with tailored offers based on the mindset of 
the customer. For example, a prospect customer would need much more engagement 
and persuasion to join the loyalty programme than would a client who is already a member 
(Nair, 2018). 
 
The objective of brands is to move the customer to the partner stage because in that 
stage, the brand has the strongest relationship with the customer who is less likely to 
leave and is most engaged with the offerings, making that customer profitable 
(Padayachee, 2015). One loyalty offering that is frequently used to influence and 
encourage customers to move up along the loyalty ladder is loyalty programmes. Loyalty 
programmes have the ability to offer value and persuade customers to behave positively 









3.2.5 Loyalty programmes 
The effectiveness of loyalty programmes can be seen in how customers move up the 
loyalty ladder. Loyalty programmes encourage engagement, repeat purchases, and they 
keep the supermarket brand top of mind; hence loyalty programmes support the 
movement from prospect customer to partner customers on the loyalty ladder 
(Padayachee, 2015). A loyalty programme’s primary purpose is to foster long-term 
relationships with customers in order to create repeat purchases. Customers join and 
support loyalty programmes to receive different types of rewards, such as discounts, 
increased status, or increased service (Ranabhat, 2018; Smith & Sparks, 2009). To make 
this decision, customers weigh these benefits against the membership’s disadvantages 
that directly affect them, such as usage of wallet space for the new loyalty card, privacy 
issues, convenience of location, types of rewards, ease of earning and redeeming 
rewards, and level of engagement and time with the brand (Ranabhat, 2018).  
 
According to Berman (2006:125), there are various types of loyalty programmes that 
companies offer, with some offering a combination of more than one type. Table 3.1 below 
identifies the various loyalty programme types and applies it to the South African 
supermarket brands that are included in this study.  
 
Table 3.1: Loyalty programme types and examples of South African loyalty 
programmes 
Programme type Characteristics of the programme 
Type 1: Members 
receive additional 
discounts at the 
register 
• Membership is open to all customers. 
• A clerk will swipe the discount card if a member forgets or does 
not have a card. 
• Each member receives the same discount, regardless of 
purchase history. 
• The firm has no information base with customers’ names, 
demographics, or purchase history. There are no targeted 




Programme type Characteristics of the programme 
Type 2: Members 
receive 1 free when 
they purchase x 
units 
• Membership is open to all customers. 
• The firm may not maintain a customer base that links 
purchases to specific customers (Hoffmann, 2013). 
Type 3: Members 
receive rebates or 
points based on 
cumulative 
purchases 
• Seeks to get members to spend enough to receive qualifying 
discounts. 
• The points can be redeemed for credit towards a customer’s 
next purchase, discounted services, or giveaways. Points 
programmes can be managed with a loyalty card or a mobile 
app (Hoffmann, 2013). 
Type 4: Members 
receive targeted 
offers and mailings 
• Members are divided into segments based on their purchase 
history. 
• Requires a comprehensive customer database of customer 
demographics and purchase history (Hoffmann, 2013). 
Source: (Berman, 2006; Hoffmann, 2013) 
Type 1 programmes are nothing more than electronic coupons, while the other three 
types rely on psychological mechanisms that attempt to increase the customers’ 
purchases by specifying a particular threshold that needs to be exceeded (Hoffmann, 
2013). Type 1 programmes are the least valuable loyalty programme type as they do not 
build a customer database, which makes it a challenge to customise offerings or develop 
better insights of its customers. This type is most effective in lower income markets where 
consumers are more price-sensitive (Black, 2020). 
 
Type 2 loyalty programmes have been effectively adopted by supermarket stores. This 
type of loyalty programme often makes use of “buy two and get one free” offers, which 







Type 3 programmes demand a higher level of administrative effort (Hoffmann, 2013). 
Type 3 loyalty programmes that follow a points-based accumulation system are seen as 
successful amongst customers especially where added effort is placed on educating 
customers on the value of the points (WARC, 2020).  
 
It is said that Type 3 loyalty programmes encourage repeat purchases and goal-oriented 
behaviour of customers who plan purchases in order to achieve certain rewards, which 
increases their level of satisfaction and loyalty with the brand (Malik, 2015). Type 3 loyalty 
programmes allow brands to know more about their customers’ spending habits based 
on how they earn points or what they spend points on. This data makes it easier for a 
company to personalise their products and services to meet their customers’ needs 
(Black, 2020). 
 
Type 4 programmes resemble the most refined form of reward programmes. In addition 
to using the programme as a different form of promotional tool, the company can analyse 
the generated data and use it to improve various aspects of the programme as well as 
other parts of the organisation (Hoffmann, 2013). According to Sima (2015), loyalty 
programmes that require customer registration and collect customer data for tailored 
offerings are the most beneficial for retaining customers and the most profitable. 
Supermarkets understand that discounts do not necessarily encourage repeat purchases 
but the level of engagement with the customer does; hence customer databases are an 
important tool to help differentiate loyalty programme offerings to specific customer 
groups (Malik, 2015). 
 
The study done by Hoffmann (2013) explored the satisfaction profit chain, with the author 
exploring how increasing performance variables related to products and services (i.e., 
loyalty programme types) can improve customer satisfaction, which leads to increased 
customer retention (i.e., loyalty), and in turn results in higher revenue and profit for the 






3.3 Constructs measured in this study 
Previous studies investigating the constructs contributing to customer satisfaction and 
loyalty were reviewed to understand the findings of these constructs within the study 
environment. These findings helped to provide assurance in the selection of these 
constructs for this study. The various studies summarised in Table 3.2 below indicate a 
common understanding of the influence of shopping orientations, personalisation quality. 
and loyalty programme quality on customer satisfaction that leads to customer loyalty (El-






Table 3.2: Previous studies investigating constructs that contribute to customer satisfaction and loyalty 
Date Path Context Constructs Main findings of the study Reference 
Economic shopping orientation, apathetic shopping orientation and personalisation shopping orientation influencing 
satisfaction 










collected by a 
four-week 
store choice 





• Economic shopping 
orientation influence on 
share of wallet. 
• Personalising shopping 
orientation influence on 
share of wallet. 
• Apathetic shopping 
orientation influence on 
share of wallet. 
• Customer satisfaction 
influence on share of 
wallet. 
• Loyalty programme 
influence in share of 
wallet. 
• Customer satisfaction was positively 
related to both primary store share of 
wallet and share of value.  
• Satisfaction proved to have a higher 
impact on share of wallet for 
consumers with a low economic 
orientation than for shoppers with a 
high economic orientation.  
• The economic orientation effect was 
significant in share of wallet and the 
personalising and apathetic 
economic shopping characteristics 
had moderate effects on share of 
wallet. All three constructs proved to 
influence satisfaction and loyalty 
programme uptake. 
Mägi, A.W. (2003). 

















Date Path Context Constructs Main findings of the study Reference 
















A total of 181 










• The relationship between 
shopping orientation and 
the satisfaction with 
different types of 
information search 




via different channels 
(e.g., internet, catalogues, 
TV shopping, local retail 
stores, and non-local 
stores). 
 
• More than three quarters of the 
respondents shopped via the internet 
and catalogues, and about 95% 
shopped at non-local retailers.  
• About 60% of respondents reported 
that they never shopped from TV 
shopping channels.  
• Confident/fashion-conscious 
shopping orientation and 
catalogue/internet shopping 
orientation were found to be key 
predictors of customer satisfaction 
level with information search via 
multiple channels.  
• Shoppers were more satisfied with 
store retail channels for apparel 
purchases, compared to non-local 
store-oriented shoppers and 
catalogue/internet-oriented.  
Lee, H. and Kim, 
J. (2008). The 





and purchases in 
a multi-channel 
environment. 







Date Path Context Constructs Main findings of the study Reference 















in the United 
Arab Emirates 
(UAE).  
• Customers’ perceived 
value in the mall 
environment influences 
customer satisfaction and 
loyalty. 
• The mall environment significantly 
affects mall value.  
• Several factors were seen to 
positively affect customer satisfaction 
and loyalty. 
El-Adly, M.I. and 
Eid, R. (2016). An 







loyalty in the UAE 









Date Path Context Constructs Main findings of the study Reference 













• To investigate the 
perception of quality from 
the customer’s 
perspective in relation to 
mobile phone service 
providers. 
• To investigate customer 
satisfaction with the 
services provided by 
mobile phone service 
providers. 
• To investigate the 
propensity to loyalty of 
customers with regard to 
mobile phone service 
providers. 
• As the customers’ perception of the 
quality of the products and services 
offered by the providers increases, 
there is a greater likelihood that they 
are more satisfied, that they will 
remain as clients, that they would 
recommend the providers that they 
currently use, and that they would 







An empirical study 
in the mobile 
phones sector in 
Brazil. 
International 







Date Path Context Constructs Main findings of the study Reference 




























• Loyalty programme quality 
influences customer 
loyalty and customer 
satisfaction. 
• Personal interactive 
quality influences 
customer loyalty and 
customer satisfaction. 
 
• The degree of personal interaction 
quality and loyalty programme quality 
have a positive impact on the degree 
of customer loyalty through the 
mediating variable of customer 
satisfaction.  
• The direct impact of customer loyalty 
programme quality on customer 
loyalty can also be confirmed. 
Vesel, P. and 




mediating role of 
satisfaction in the 









Date Path Context Constructs Main findings of the study Reference 














Focus groups  
were 
conducted with 












• The influence of physical 
environment quality on 
satisfaction. 
• The influence of personal 
interaction quality on 
satisfaction. 
• The influence of 
satisfaction and 
behavioural intentions in 
relation to customer 
loyalty. 
• There was a significant positive 
influence of physical environment 
and personal interactive quality on 
customer behaviour satisfaction and 
repeat purchases. 
• There was a relationship between 
customer satisfaction and loyalty. 
Chen, C.M., Chen, 












The case of 
Kinmen's Bed and 
Breakfast industry. 
Asia Pacific 
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one of the 
largest 
hospitals in 
Kore, in the 
USA. 
• Outcome quality 
influences customer 
satisfaction. 
• Peer-to-peer quality 
influences customer 
satisfaction. 
• Personal interactive 
quality influences 
customer satisfaction. 
• Satisfaction influences 
customer loyalty. 
• Outcome quality, interaction quality, 
and peer-to-peer quality perceptions 
significantly influence customer 
satisfaction, which, in turn, greatly 
influences customer loyalty.  
Choi, B. (2013). 














Based on Table 3.2 above, which contains findings from various historic studies (i.e. El-
Adly & Eid, 2016; Chen, Chen & Lee, 2012; Allameh, Pool, Far, & Jamshidi, 2012; Choi, 
2013; Vesel & Zabkar, 2009; Lee & Kim, 2008; Souki, 2008; Mägi, 2003) this study will 
focus on six constructs:  
1. Economic shopping orientations;  
2. Apathetic shopping orientations;  
3. Personalisation shopping orientations;  
4. Personal interactive quality influence on satisfaction; 
5. Loyalty programme quality influence on satisfaction; and 
6. Customer satisfaction leading to customer loyalty.  
 
Two specific studies that will be referred to when selecting constructs for this study are 
Mägi’s (2003) and Vesel and Zabkar’s (2009) studies. These particular studies highlight 
the influence of shopping elements, loyalty programme quality, and personal quality on 
customer satisfaction within the loyalty programme environment. These studies are 
therefore seen as the most suitable and comprehensive studies to replicate within the 
supermarket loyalty programme environment.  
 
3.3.1 Personal interactive quality  
According to Sheth (1976), the term ‘personal interaction quality’ can be defined in two 
dimensions: the style and the content of the communication. Style refers to the format, 
ritual, or mannerism that the buyer and the seller adopt in their interaction, while content 
is the degree of information communicated to the customer that is relevant. In the 
supermarket environment, the term states that supermarkets are directly in contact with 
the customers while they are purchasing final goods and services, making personal 
interactive quality points of contact critical for achieving differentiation, a competitive 







Personal interactive quality consists of all interactions or points of contact with the 
supermarket and customer through an employee. Hoffmann (2019) and Price, Anould and 
Tierney (1995) identified five key dimensions of service provider interaction performance: 
mutual understanding; responsiveness; individualised attention; knowledgeability; and 
meeting minimum standards.  
 
These elements can be defined as follows (Hoffmann, 2019; Price et al., 1995):  
• Mutual understanding in having a clear understanding of the customer’s request 
and addressing the customers’ needs correctly, while making the customer aware 
of the extent of service that is offered.  
• Responsiveness is the manner of addressing the customer’s needs timely and 
proactively.  
• Individualised attention is providing attentiveness through indivdualised service. 
• Knowledgeability is being knowledgeable in the area of expertise (e.g., product or 
service characteristics, quality, features in the offering) in order to provide sufficient 
information needed to encourage a purchase.  
• Meeting minimum standards refers to meeting the minimum requirements or 
expectations of the customer in order to satisfy the customer’s experience.  
 
Brady and Cronin (2011) and Dhurup (2015) believe that any type of retail service offering 
is often entwined with their human representatives. The authors go on to say that in most 
service fields, such as the supermarket service offering, a person is perceived to be the 
service because of the level of interaction during the service delivery. Within the 
supermarket environment, personal interactive quality is important as personal interaction 
between staff and customers plays a big role in determining the level of engagement 
between the customer and the offering. Khadka and Maharjan (2017) argue that the more 
engagement, the greater the likelihood of repeat purchases and satisfaction. 
Supermarkets have the ability to positively influence customers’ interactions with the 
brand through ensuring that the employees are adequately educated on loyalty offerings 





Customers are more likely to participate in a supermarket offering if they understand the 
value behind it. Va´zquez et al. (2001) and Zakaria, Rahman, Othman, Yunus, Dzulkipli, 
and Osman (2014) stated in their studies on supermarket loyalty programmes satisfaction 
that personal interactive quality is seen as the most important factor in determining 
satisfaction for a customer. These authors argue further that the salesperson’s behaviour 
is crucial for determining the customer’s willingness to buy (repeat purchases). The 
customer will determine their level of satisfaction based on the technical and functional 
knowledge that the salesperson has with regards to the offer. Gronroos (2001) and a more 
recent study by Khadka and Maharjan (2017) proposed that the personal interaction 
between staff and customers determine the strength of the relationship, which ultimately 
has a positive influence on customer satisfaction. Customer satisfaction is reached due 
to the individualised personal experience; personal interaction quality is seen therefore as 
an important construct to measure because the interaction between supermarket staff and 
customers may influence repeat engagement and satisfaction with the supermarket.  
 
Based on common findings from the studies discussed above, the proposed hypothesis 
will determine whether personal interactive quality influences the customer satisfaction of 
supermarket loyalty programmes positively and significantly. Therefore, based on the 
above, the following hypothesis has been formulated: 
 
H1: Personal interactive quality will have a significant influence on customer 
satisfaction. 
 
3.3.2 Loyalty programme quality 
The term ‘loyalty programme quality’ is the actual value that the customer perceives the 
loyalty programme holds; this value is a combination of tangible and intangible value and 
influences the likelihood of engagement with a loyalty programme (Khan, 2012). Within 
the supermarket environment, loyalty programme quality must attain a good balance 
between tangible and intangible value to continue to encourage participation and repeat 






According to Jokinen (2014), loyalty programme quality is the cost versus the reward 
weighted to determine the true value of a programme; it is also referred to as equity theory. 
According to equity theory, customers form perceptions of the ‘inputs’ elements (e.g., 
money, time, effort, opportunity costs) and ‘outputs’ elements (e.g., tangible and intangible 
benefits), which are associated with an exchange. Vesel and Zabkar (2009) identified the 
elements that make up loyalty programme quality as the variety of rewards with many 
exchange opportunities, loyalty programmes that bring about excitement to earn rewards 
and not lose the customer’s interest, expanding loyalty programme partnership to increase 
the options of purchases, and combined-currency flexibility that enables programme 
members to redeem their points in combination with money.  
 
The importance of loyalty programme quality in this study is that the quality perceived by 
customers will ultimately determine satisfaction with the supermarket loyalty programme 
and thus influence customer retention (Allameh et al., 2012). When retailer supermarkets 
effectively understand the value that their loyalty offerings provide to customers, they can 
improve the value or tailor the value to specific target markets, which will increase 
satisfaction and the likelihood of repeat purchases (Vesel & Zabkar, 2009). 
 
The goal of a supermarket loyalty programme is to establish a higher level of customer 
retention in profitable segments by providing more satisfaction and value to certain 
customers (Magatef & Tomalieh, 2015; Bolton, Kannan & Bramlett, 2000:95). Many 
supermarkets rate that the success of loyalty programmes is dependent on the loyalty 
programme quality becoming more focused on customer-centricity (Hoffman & Lowitt, 
2008), where more value is placed on market segmentation and greater value 
propositions tailored for participating customers (Jokinen, 2014).  
 
In order to achieve customer centricity and retain customers, it is seen to be more 
worthwhile to let consumers use a programme where their benefit increases parallel to 
what they buy. Free gifts will only give a short-term reward of loyalty and will possibly 
devalue the brand over time as customers will be chasing the short-term rewards across 




Therefore, the better designed a loyalty programme is in relation to quality perception of 
the market segment, the more likely customers will adopt the programme and have 
frequent purchase satisfaction (Wathigo, 2016). 
 
According to the study done by Vesel and Zabkar (2009), there is a direct relationship 
between the quality of the loyalty programme and the likelihood of attaining customer 
satisfaction. Their study identified that when a customer perceives a supermarket loyalty 
programme to carry ample value, the customer will repeat purchase and there will be 
increased engagement with the offer, which will ultimately result in a degree of satisfaction 
with the supermarket loyalty program. Therefore, based on the above discussion, the 
following hypothesis is presented: 
 
H2: Loyalty programme quality will have a significant influence on customer 
satisfaction. 
 
3.3.3 Shopping orientation  
Shopping is not only an economic activity but also a psychological and social activity, 
making it important to include shopping orientations as constructs for this study. The 
loyalty programme studies done by Mägi (2003), Lee and Kim (2008), and El-Adly and 
Eid (2016), which were summarised in Table 3.2, identified customers’ shopping 
characteristics that have an influence on customer satisfaction. Shopping orientation is 
useful for understanding the ever-changing demands and demographic information of 
shoppers due to social, economic, and cultural changes in modern society. Historic 
studies found that the effects of shopping orientation on consumers’ shopping behaviours 










Semantic authors such as Stone (1954) believe that shopping orientation intends to 
capture the shoppers’ motivations, their desired shopping experiences, and the goals they 
seek when they shop. Stone (1954) identified a range of customer types, which were later 
adapted in studies such as that by Mägi (2003). These customer types include those with 
an economic shopping orientation, apathetic shopping orientation, and personalisation 
shopping orientation. These orientations influence customers’ choice, selection, 
perception, and expectation when selecting products or services in the supermarket 
environment, and directly influence satisfaction (El-Adly & Eid, 2016). These shopping 
orientations displayed a direct influence on customer satisfaction in the above-mentioned 
studies, which is why they will be included as constructs for this particular study. 
 
3.3.3.1 Economic shopping orientation 
According to Faheemullah and Shafquatullah (2018), the term ‘economic shopping 
orientations’ of customers can be defined as when customers possess a high degree of 
responsibility when purchasing goods and services for their households. In the 
supermarket environment, an economic shopper will normally use price as a determinant 
of where they shop, and most often this type of shopper will shop at supermarket stores 
that are perceived to offer goods at cheaper prices than other stores (Hassan, Muhammad 
& Bakar, 2010). 
 
The main elements of economic shopping orientations are focused on best price, 
competitive pricing across stores, and value for money (Hassan et al., 2010). These 
elements will be investigated in this study to understand how respondents rate 
supermarket loyalty programme satisfaction. The price preference of customers 
influences the selection of particular products, and the competitiveness across other 
supermarkets will be weighted in conjunction with value for money (tangible and 









For this particular study, economic shopping orientation is an important construct to focus 
on as the consumer’s economic shopping orientation presumes that price-conscious 
customers are less likely to be loyal, as they will compare prices across supermarkets and 
shop wherever they get the best deal, which will ultimately influence repeat purchase 
behaviour and the satisfaction of customers (Lee & Kim, 2008).  
 
Economic shopping orientation is an important construct for this particular study as 
consumers who perceive benefits from comparing prices across supermarket stores are 
more likely to spread their purchases evenly across supermarket stores in their pursuit of 
good deals than consumers who do not find across-store price comparisons worthwhile 
(Mägi, 2003). This will ultimately determine if the customer engages with a supermarket 
loyalty programme based only on the monetary savings. 
 
In the supermarket environment, loyalty programmes are designed to offer a set of values 
to the customer to encourage repeat purchases, retention, and long-term engagement 
with the brand. If customers place a high value on price benefits, this could drastically 
influence the performance of the loyalty programme and the level of satisfaction; hence 
supermarkets should place a high amount of importance on understanding the economic 
value required by their customers and ensure their loyalty offerings are aligned to this. 
 
According to the study by Lee and Kim (2008), there is a direct influence on the level of 
satisfaction received by a customer based on the economic shopping orientation value 
that the loyalty programme provides. Consumers’ economic shopping orientation 












Customers who hold economic orientations in shopping will use lower pricing as a positive 
reasoning for selecting a product or service in the supermarket environment, thus 
contributing to satisfaction; on the other hand, higher pricing will provide a negative 
reasoning for selecting a product or service, thus contributing to dissatisfaction (El-Adly & 
Eid, 2016). Therefore, based on the aforementioned discussion, the following hypothesis 
is presented: 
 
H3: Economic shopping orientation will have a significant influence on customer 
satisfaction.  
 
3.3.3.2 Apathetic shopping orientation 
According to Hassan et al. (2010), apathetic shoppers can be defined as customers who 
do not discriminate between kinds of stores. These types of shoppers consider shopping 
as a necessity, and thus the main criteria used is locational convenience, time to shop, 
and ease of purchasing (Hassan et al., 2010). Location convenience is focused on the 
geographical location of supermarket stores conveniently located near and around the 
customer, making it effortless to reach the store. Apathetic customers want to spend as 
little time shopping as possible and want to find what they need quickly. The ease of the 
entire process of shopping in the supermarket, such as identifying products, selecting 
products, and the payment process, should be efficient and as quick as possible (Lee et 
al., 2008). 
 
The concept of ‘apathetic shopping’ is considered important for this study as customers 
who place a large amount of their decision-making on the apathetic convenience aspect 
of their needs will rarely consider any other offerings of value, resulting in dissatisfaction 
with the supermarket offering. This type of shopping orientation becomes unfruitful for 
stores who place a large amount of resources on aspects such as quality or price when it 
is not a major determining factor for their customer and will not contribute to satisfaction 






The apathetic shopping orientation is considered important for this study as a consumer’s 
apathetic shopping orientation implies that apathetic customers (i.e., those who show low 
involvement with shopping) will be more likely to remain loyal to one supermarket store 
as they seek to reduce the effort and energy that is put into the process of shopping 
(Bettencourt & Brown, 2003). 
 
Supermarkets will benefit in understanding the level of interest that the customer has in 
the store location, time to shop, and ease of purchasing. These attributes will encourage 
the customer’s repeat purchase behaviour and ultimately help determine if the customer 
will be satisfied with the supermarket based solely on convenience. 
 
According to Mägi’s (2003) study, the apathetic shopping behaviour of customers directly 
influences the level of satisfaction that a customer experiences with a supermarket loyalty 
programme. The studies indicate that when a customer has an apathetic shopping 
orientation, they will likely be satisfied with a supermarket based on the ease and 
convenience, and if it allows them to spend less time purchasing goods and services. 
Therefore, apathetic shopping orientations can be seen as a key determinant of customer 
satisfaction outside of the actual product offering. Therefore, based on the above 
discussion, the following hypothesis is presented: 
 
H4: Apathetic shopping orientation will have a significant influence on customer 
satisfaction. 
 
3.3.3.3 Personalisation shopping orientation 
The construct of personalisation shopping orientation can be defined as customers who 
enjoy the social aspect of building up relationships with store personnel, and who will 
remain loyal to one store based on the depth of the relationship formed; this includes 
customers who prefer shopping at a store “where they know my name”, which is still 






The personalisation shopping orientation is made of various elements that embody a 
personal experience, such as the staff’s ability to be familiar with the individual customer’s 
needs, personalised messaging, and personalised offerings (Hassan, et al., 2010). 
Zainuddin and Mohd (2013) expand on this, arguing that personal experience based on 
individualised knowledge of the customer, their needs, or past purchase history and 
preference, and understanding the personal style of the individual also forms part of 
personalisation shopping orientations. 
 
For the study, the concept of personalisation shopping orientations is important as 
personal attachments formed between customers and the store personnel will greatly 
influence a customer’s patronage of a store (Hassan, et al., 2010). The deeper the 
connection, the more engaged the customer is with the supermarket, the offerings and 
the more likely they will be satisfied by the service delivery. 
 
This concept is also important for this study because supermarket loyalty programme 
satisfaction is influenced by the degree of personalisation that the customer prefers. 
Customers who are more inclined to be influenced by personalisation will gain a higher 
satisfaction from loyalty programmes that create personal relationships with customers. It 
is beneficial for supermarkets to be aware of this in order to increase satisfaction and 
loyalty (Lars, Christophe & Herbert, 2013). 
 
According to the study by Lee and Kim (2008), the customer’s level of satisfaction is 
directly influenced by the level of personalisation that they receive. The more personal the 
relationship is between the supermarket (its loyalty offerings) and the customer, the 
greater the likelihood of satisfaction because of the connection or relation made between 
the supermarket store and customer. Therefore, based on the above discussion, the 
following hypothesis is presented: 
 







3.3.4 The influence of customer satisfaction on customer loyalty 
Customer satisfaction and customer loyalty, which were discussed in Sections 3.2.3 and 
3.2.4, are theories that underpin this study. This section explores the possible 
interconnection between these two theories, and how customer satisfaction may influence 
customer loyalty. 
 
Supermarkets have begun using loyalty programmes to increase their customers’ 
satisfaction, prevent competitors from poaching their customers, and most importantly, 
encourage loyalty to the supermarket’s offerings (Hassan et al., 2010). The brand loyalty 
of most supermarkets is driven by highly satisfied customers who are less likely to be 
influenced by the competitor’s loyalty programmes (Zakaria, Rahman, Othman, Yunus, 
Dzulkipli & Osman, 2014). 
 
For this study, this interconnected relationship between customer satisfaction and 
customer loyalty will be measured as there is a strong relationship between customer 
satisfaction and loyalty (Al-Maslam, 2015). Numerous studies have shown a positive 
relationship between satisfaction and measures of re-purchase intention, leading to loyalty 
(e.g. Vesel & Zabkar, 2009; Choi, 2013; Souki, 2008; Allameh et al., 2012). Khadka and 
Maharjan (2017) state that in the relationship between customer loyalty and customer 
satisfaction, customer loyalty will increase significantly when satisfaction accomplishes a 
certain level, and at the same time, customer loyalty will drop dramatically if the 
satisfaction level drops to a certain point. Highly satisfied customers tend to be more loyal 
customers than the customers who were merely satisfied because of the sense of trust 
earned through satisfied experiences (Khadka & Maharjan, 2017). If consumers are 
satisfied with the product or service, they are more likely to carry on purchasing, and are 
more willing to spread positive word-of-mouth ,which is seen as an important factor for 
supermarket stores because positive experiences and customers’ word of mouth will 







Vessel and Zabkar (2009) and Mägi’s (2003) studies investigated the above-mentioned 
construct relationship and identified how customer satisfaction mediates the relationship 
growth to loyalty to the supermarket. The literature reinforces this connection, implying 
that customer satisfaction is an antecedent of customer loyalty. The final construct for this 
study will investigate this linkage between customer satisfaction and customer loyalty. 
Therefore, based on the aforementioned, the following hypothesis is presented: 
 
H6: Customer satisfaction will have a significant influence on customer loyalty 
towards a supermarket loyalty programme. 
 
3.4 Model to be tested in the study 
Based on the combination of two key studies, by Mägi (2003) and Vesel and Zabkar 
(2009), the theoretical model presented below provides a diagrammatical overview of the 
selected study constructs and linkages. 
 
Figure 3.1: Theoretical model highlighting the study’s constructs and linkages   
 
 





Chapter 3 has outlined key theories underpinning the study and provided insight into other 
studies and constructs investigated, with a final detailed view of the constructs proposed 

























RESEARCH DESIGN AND METHODOLOGY 
4.1 Introduction 
In Chapter 3, a detailed view of the theories underpinning the study was provided, followed 
by the proposed constructs that the study intends to investigate. Chapter 4 provides a 
detailed view of how the study will be conducted and how the data will be retrieved to 
answer the research questions.  
 
The study applied the research process designed by Saunders et al. (2019). This research 
process begins with Steps 1, 2, and 3: the research in the relevant field; formulating a 
research topic based on the research findings; thereafter critically reviewing literature. 
Chapters 2 and 3 discussed the current industry’s environment , supporting theories and 
literature that validated the interest in the topic of this study (Steps 1, 2, and 3). Chapter 
4 now focuses on Steps 4 to 9 of the research process, which include: understanding the 
research philosophies and approach; the research design; selection of the sample 
technique; ethical review; data analysis; and finally, formulating a report. These stages, 




Figure 4.1: Research Process                                                   
 
Source: Adapted from Saunders et al. (2019) 
 
4.2 Research philosophies and approach (Step 4) 
4.2.1 Philosophical paradigm 
A research philosophy is used to underpin the position from which a researcher views the 
world (Saunders et al., 2012:127; Creswell, 2014). There are five main philosophical 
approaches to research: positivism, critical realism, pragmatism, postmodernism, and 
interpretivism.  
 
Saunders, Mark, and Thornhill, (2019) define critical realism as a branch of philosophy 
that distinguishes between the 'real' world and the 'observable' world. The 'real' cannot be 
observed and exists independent from human perceptions, theories, and constructions 
(Brant & Panjwani, 2015).  
 
1. Business and Management Research
2. Formulating the research topic
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4. Research philosophies and approach
5. Formulating the research design
6. Negotiating access and research ethics
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8. Analysing quantitative data




The authors say further that this philosophy is focused on understanding the underlying 
causes and mechanisms through which deep social structures shape everyday 
organisational life (Saunders et al., 2019; Brant & Panjwani, 2015). In this particular study, 
however, a critical realism approach is not used because the focus is on behaviour in the 
real world without looking into the social influences. 
 
Interpretivism can be defined as the theories about how we gain knowledge of the world, 
which loosely relies on interpreting or understanding the meanings that humans attach to 
their actions (Myers, 2008). Saunders et al. (2019) state further that different people from 
different cultural backgrounds have different experiences and therefore create different 
meanings attached to their actions, making it important to understand these social 
differences in a study. This philosophy is more suited for qualitative data and takes on a 
form of high subjectivism, with a focus on narratives, stories, perceptions, and 
interpretation. Interpretivism is not suitable for this study as the focus is on the overall 
behaviour of customers, and not the subjective side of respondents.  
 
In a postmodernism approach, emphasis is placed on language and power relations; this 
approach is centred on questioning accepted ways of thinking and giving a voice to an 
alternative way of thinking and views that are disregarded most of the time in society (Hair, 
Celsi, Money, Samuel & Page, 2015). It is a reinterpretation of what knowledge is and 
what it should be, with a focus on the absences, silences, and oppressed/repressed 
meanings, interpretations, and voices. This type of philosophy will not be suitable for this 
study as the study’s intention is to observe actual behaviour rather than suppressed, 
hidden feelings and views. 
 
Pragmatism is a philosophical movement that includes those who claim that an ideology 
or proposition is true if it works satisfactorily; this approach argues that the meaning of a 
proposition is found in the practical consequences of accepting it, while unpractical ideas 
are to be rejected (Feilzer, 2010:08). Saunders et al. (2019) state that reality carries the 
most importance and matters to pragmatists as the real or practical effects of the ideas 





Saunders et al. (2019) and Bryman and Bell (2011) explain that positivism is a 
philosophical stance that scientists take through collecting data about an observable 
reality and investigating regularities and relationships; this data is typically used to test 
theoretical models. This study followed a positivism paradigm as the study involved the 
collection of data from customers about their perceptions of supermarket loyalty 
programmes. The study then searched for relationships or patterns between the 
customers’ shopping orientations, the loyalty programme quality, personal interactive 
quality, customer satisfaction, and loyalty towards supermarket loyalty programmes, in 
order to deduce conclusions. These data insights were tested against hypotheses 
formulated from existing theory and independent from social actors, where the researcher 
observes an objective stance that is neutral and independent. Based on the above, 
positivism is the most suited philosophy for this study. 
 
The next section will cover the plan and procedure that the study will undertake to collect, 
analyse, and interpret the data. 
 
4.2.2 Research approach  
Theory is a standardised research principle used to explain the relationship between two 
or more concepts and variables (Saunders et al., 2012:144). Theory can be developed 
using an inductive, deductive, or abductive approach (Leavy, 2017:11).  
 
According to Saunders et al. (2019), Creswell (2014) and Babbie and Mouton (2008) an 
inductive approach focuses on the collection of data and the development of a theory. 
Data collection is used to explore a phenomenon, identify themes and patterns, and create 
a conceptual framework. This study is not formulating theory but testing existing theory. 
 
An abductive approach is a combination of deductive and inductive approaches, with the 
researcher moving back and forth between data and theory. A deductive approach occurs 
when the research explores theory developed from academic literature, and the 





A deductive approach entails the generation or modification of theory, incorporating 
existing theory where appropriate, to build new theory or modify existing theory (Hair et 
al., 2015). This study will not be reworking existing theory but testing existing theories (i.e. 
theories related to shopping orientations and the relationship between satisfaction and 
loyalty). 
 
For this research, the deductive approach was applied to evaluate hypotheses against 
data collected of customers’ perceptions of shopping orientations, loyalty programme 
quality, and personal interactive quality performance against customers’ satisfaction and 
loyalty to supermarket loyalty programmes (Saunders et al., 2012). This study aimed to 
prove existing theory falsification or verification using a deductive approach. The study is 
operationalised through quantitative data, which enables facts to be measured and 
generalised across a suitable large sample size, all of which are characteristics of a 
deductive approach (Saunders et al., 2019; Hair et al., 2015). 
 
4.3 Formulating the research design (Step 5) 
4.3.1 Research design 
The research design is considered to be the blueprint of the proposed research topic and 
it clarifies the methods used in the research study (Creswell, 2014). There are three key 
research design approaches: exploratory, explanatory, and descriptive. 
 
An exploratory research design is normally selected when there is insufficient information 
about the subject, and the problem has not been clearly defined (Saunders et al., 2019). 
The aim of using an exploratory research design is not to provide a definite answer but to 
explore the research topic. 
 
A descriptive research design is usually structured and designed specifically to measure 
the characteristics described in a research question. The objective of descriptive research 
is to portray an accurate profile of persons, events, or situations (Hair et al., 2015). 
Descriptive studies cannot explain why an event has occurred and is much suitable for a 





Saunders et al. (2019) define explanatory research, which is grounded in theory, as 
research that is used to answer why and how questions. Explanatory research is more 
focused on understanding, explaining, predicting, and controlling relationships between 
variables than on detecting causes. Explanatory studies go beyond description; they try 
to provide an understanding of and explanation for the outcome. In an explanatory study, 
the researcher uses theories or hypotheses to represent the forces that caused a certain 
phenomenon to occur.  
 
This study followed a descriptive research design through the use of methods and 
techniques to describe customers behaviour and relationships in the study which most 
often uses quantitative data (Burns & Bush, 2010). Descriptive research design assisted 
in investigating the relationship and influence of shopping orientations, loyalty programme 
quality, and personal interactive quality on customer satisfaction, and the relationship 
between satisfaction and customer loyalty towards supermarket loyalty programmes. This 
descriptive research is informed by underlying theories and aims to develop an 
understanding of the influence and interlinkage of the relationships between the research 
constructs discussed in Chapter 3. 
 




Type of research Quantitative research 
Research format Descriptive research 
Target population Customers between the ages of 18 and 65 who have purchased 
groceries at a supermarket store within Gauteng in the last six 
months, and who use their loyalty programme card when 
purchasing. Supermarkets included in this research are  
Shoprite, Checkers, Spar, Woolworths, and Pick n Pay stores.  
Sampling units Male and female respondents between the ages of 18 and 65 
who have access to web-based or mobi-based internet. 
Time September 2020 









Non-probability snowball sampling 
Data collection 
instruments 
Questionnaires adapted from previous studies (see Appendix 1) 
that are self-completed and accessed via a hyperlink shared via 
email to initial respondents. Hyperlink used: 
https://cutt.ly/Vzx9ELk 
Data analysis SPSS version 25.0 AMOS will be used to analyse data from the 
questionnaires 
 
The research questions were addressed in a quantitative manner on the questionnaire, to 
easily compare and interpret findings from multiple customers. The questionnaire 
incorporated closed-ended questions that complemented each data set and the data was 
quantified using a mono-method quantitative approach.  
 
The mono quantitative method was applied because the research aimed to gain insights 
into customers’ perceptions, which was tested against a conceptual model developed 
from theory. By using quantitative methods, the research collected rich, comprehensive 
data and was able to compare and align feedback from respondents, thus eliminating 
misinterpretation (Creswell & Plano-Clark, 2011). Quantitative methods were used to 
describe data and to explore and examine relationships and trends within the data rather 
than interpret it (Creswell, 2014). Quantitative methods were required in this study in order 
to test the customer perception hypothesis. Quantitative methods aligned well with 












4.3.2 Research strategy 
According to Dinnen (2014), a research strategy is a detailed plan of action that gives 
direction to a researcher’s thoughts and efforts, thus allowing the researcher to conduct 
research systematically and to produce quality, detailed reporting.  
 
A questionnaire strategy was used to support the research paradigm in this study, as it 
employs a deductive approach to collect information and validate or disprove a theory 
(Saunders et al., 2019). A questionnaire is considered the most fitting strategy for this 
study because this study is descriptive and uses quantitative methods (Creswell, 2014).  
In addition, the questionnaire strategy was seen as most appropriate in order to comply 
with Covid-19 restrictions in place, which limit personal contact among people and do not 
allow gatherings; focus groups, personal interactions through face-to-face interviews, or 
researcher-administered questionnaires were therefore not allowed. 
 
This study’s questionnaire strategy included the use of online self-administered 
questionnaires through Microsoft forms. The questionnaire included closed-ended 
questions to collect data. Questionnaires allow the study to obtain data from a sizable 
population, which allows for a more accurate observation that reflects the population (Bak, 
2004). Online self-administered questions were seen as the most suitable approach 
considering the large sample size for this study, and to reduce the time and cost of 
collecting data, as opposed to focus groups (Hair et al., 2015).  
 
4.3.3 Time horizon 
‘Time horizon’ refers to whether data is collected to measure a progressive pattern over a 
longer-term period of time, also known as longitudinal, or to understand a phenomenon 
at a particular time, also known as cross-sectional (Saunders et al., 2019:190; Bryman et 







Longitudinal studies are focused on observing change and development over long periods 
of time and they provide a measure of control over the variables being studied (Nair, 
2015). This study was not longitudinal because the researcher was only interested in 
determining consumers’ perceptions at the time of the study and not whether there were 
any changes in behaviour over time. This study was conducted through the month of 
September 2020.  
 
The study’s focus was on a short-term period of observation to isolate the usage in loyalty 
programmes and explore customer perceptions within the current South African 
environment. This study adopted a quantitative approach that required a short period of 
time to collect and capture data. Due to time restrictions and other requirements for this 
study mentioned in section 4.6.1.5 of this chapter, and because this study is cross-
sectional, a questionnaire strategy was seen as the best suited method for collecting the 
data required (Saunders et al., 2019).  
 
4.4 Negotiating access and research ethics (Step 6) 
4.4.1 Ethics 
The most important ethical concern for this study was obtaining ethical clearance. The 
study’s questions were approved by the University of Johannesburg’s College of Business 
and Economics Research and Ethics committee (refer to Annexure 2 to view the ethical 
clearance document). The most common concerns that arise in research that employs 
online methods include ensuring anonymity, maintaining confidentiality, and obtaining 
informed consent in a virtual setting (Moreno, Moreno, Goniu & Diekema ,2013; Eynon, 
Fry, & Schroeder, 2011; Keller & Lee, 2010). Before completing the questionnaire, 
participants were informed that the completion of the questionnaire is voluntary, 
confidential, and anonymous, that feedback will only be used for this study, and that the 
participant is able to withdraw from completing the questionnaire at any time (Saunders 







The researcher ensured that all participants in the questionnaire gave consent to sharing 
their feedback for research purposes, by including a mandatory screening question 
seeking consent before participants could continue the questionnaire. The study also used 
screening questions to prevent vulnerable respondents under the age of 18 or over the 
age of 65 from responding to the questionnaire. Lastly, no harm or injury occurred during 
the online administration of the questionnaire.  
 
Moreno et al. (2013) suggested that researchers should provide complete details of the 
study, including a readily available link that provides contact information, the study’s aims, 
information on the data collection procedure, any potential benefits and harms, and steps 
taken to maintain anonymity and confidentiality of the participants. The questionnaire 
enclosed a detailed account of the above-mentioned items, clearly explaining the study 
aim, the researcher’s contact details for additional information, and the process applied to 
securely store respondent’s data within the university’s electronic storage facilities, in line 
with the university’s regulations. 
 
4.5 Sample selection (Step 7) 
4.5.1 Techniques and procedures 
The methods that were used to select the participants, collect the data, and then analyse 
the data to address the research question are as follows: 
 
 4.5.1.1 Sampling 
According to Burns, Veeck, and Bush (2017) sampling allows for conclusions to be 
developed for a population based on the sample data received. Burns et al. (2017:240) 
further define a population as the full set of cases from which a sample is drawn. The 
sample frame for the study are respondents within the Gauteng province. The table below 
















who have loyalty 
programme cards 







A sample of 328 people 
was surveyed within the 
Gauteng area, of which 
281 were valid. There 
was a 5% margin of 
error with a 95% 
confidence level. This 
sample size provided a 
fair representation of 
the wider 15.2 million 




Customers between the ages 
of 18 and 65 who have 
purchased groceries at a 
supermarket store within 
Gauteng and use their loyalty 
programme cards when 
purchasing. Supermarkets 
included in this research are 
Shoprite, Checkers, Spar, 
Woolworths, and Pick n Pay 
stores. Respondents who 
have access to internet web-
based or mobi-based 
internet. 
 
The reason for selecting from the population of Gauteng is that Gauteng is regarded as 
the metropolitan hub of South Africa; it is the biggest metropolitan area with the highest 
population, and 72% of its population is above the age of 18 (StatsSA, 2019b). The sample 
for this study is therefore reflective of the large population due to its size.  
 
The research followed a non-probability snowball sampling technique as there was no 
known and available list of loyalty programme customers to contact and the population 
size of Gauteng is too large to test. A referral process of sharing the questionnaire  link 
with respondents across Gauteng was applied to increase the speed of collection and 
reach populations that are difficult to sample. The reasons provided above explain why a 






Due to the Covid-19 pandemic, restrictions were in place across South Africa, preventing 
social gatherings and paper-based questionnaires administered in person. This required 
the researcher to use an electronic  questionnaire that was shared with a set of known 
respondents who were then requested to disseminate a link to a further group of unknown 
respondents. The screening questions eliminated unknown respondents who did not fit 
the questionnaire criteria. The online questionnaire was provided to participants through 
a link to Microsoft forms :  https://cutt.ly/Vzx9ELk. The researcher had no access to the 
personal contact information of respondents who followed the initial respondents, and all 
data provided on the Microsoft form was anonymous and confidential. 
 
4.5.2 Data collection 
Data collection took place through online questionnaires. The questionnaire consisted of 
screening questions and then multiple-choice questions in the form of a five-point Likert-
type scale because Likert scales are best suited to answer attitude- or opinion-related 
questions (Saunders et al., 2019). These types of questions help to record multiple 
questions on the same rating scale in order to quantify customers’ feedback without 
affecting the accuracy of the answers. Customers were asked to rate questions across a 
scale of ‘strongly agree’, ‘agree’, ‘neutral’, ‘disagree’, and ‘strongly disagree’. 
 
The items used in the questionnaire were adopted and adapted from relevant studies 
within the similar field of shopping orientations, loyalty programme quality, and personal 
interactive quality: Oliver, Arnd, and Anja (2014); Beomjoon and Hyun (2013); Eid, Al-
Sabbahy and Lockwood (2011); Omar and Musa (2011); He (2011); Vesel and Zabkar 





















• Vesel, P. and Zabkar, V. (2009). Managing 
customer loyalty through the mediating role of 
satisfaction in the DIY retail loyalty program. 
University of Ljubljana, Slovenia 
• Eid, K., Al-Sabbahy, H. and Lockwood, A. (2011). 
Interaction quality in service encounter: Scale 










• Vesel, P. and Zabkar, V. (2009). Managing 
customer loyalty through the mediating role of 
satisfaction in the DIY retail loyalty program. 
University of Ljubljana, Slovenia.  
• Omar, N.A. and Musa, R. (2011). Measuring 
service quality in retail loyalty programmes 
(LPSQual): Implications for retailers’ retention 
strategies. International Journal of Retail and 









• Mägi, A.W. (2003). Share of wallet in retailing: The 
effects of customer satisfaction, loyalty cards and 
shopper characteristics. Department of Marketing, 
University of Florida, USA. 
• He, Y. (2011). College students' apparel shopping 
orientation changes in relations to life events. 


















• Mägi, A.W. (2003). Share of wallet in retailing: The 
effects of customer satisfaction, loyalty cards and 
shopper characteristics. Department of Marketing, 
University of Florida, USA. 
• Oliver, B., Arnd, F. and Anja, G. (2014). Shopping 
orientation as a stable consumer disposition and 
its influence on consumers' evaluations of retailer 










• Mägi, A.W. (2003). Share of wallet in retailing: The 
effects of customer satisfaction, loyalty cards and 
shopper characteristics. Department of Marketing, 
University of Florida, USA. 
• Beomjoon, C. and Hyun, K. (2013). The impact of 
outcome quality, interaction quality, and peer-to-
peer quality on customer satisfaction with a 
hospital service. Managing Service Quality. 23. 












Satisfaction • Beomjoon, C. and Hyun, K. (2013). The impact of 
outcome quality, interaction quality, and peer-to-
peer quality on customer satisfaction with a hospital 
service. Managing Service Quality. Journal of 
service theory and practice. DOI 
10.1108/09604521311312228. 
• Vesel, P. and Zabkar, V. (2009). Managing 
customer loyalty through the mediating role of 
satisfaction in the DIY retail loyalty program. 

















Loyalty • Beomjoon, C. and Hyun, K. (2013). The impact of 
outcome quality, interaction quality, and peer-to-
peer quality on customer satisfaction with a hospital 
service. Managing Service Quality. Journal of 
service theory and practice. DOI 
10.1108/09604521311312228. 
• Vesel, P. and Zabkar, V. (2009). Managing 
customer loyalty through the mediating role of 
satisfaction in the DIY retail loyalty program. 









The questionnaire questions were focused on obtaining respondents’ perceptions and 
attitudes towards the constructs being measured, which were obtained from the studies 
indicated in the table above. Seven constructs were tested in this study: economic 
shopping orientation; apathetic shopping orientation; personalisation shopping 
orientation; personal interactive quality; loyalty programme quality; customer satisfaction; 
and loyalty. Each construct was presented in a sub-section within the questionnaire. 
  
The questions included both positive and negative statements to ensure that the 
respondent read each one carefully and thought before ticking a box (Saunders et al., 
2019). Annexure 1 provides a detailed overview of the items and their source. 
 
The layout of the questionnaire was as follows: 
 
4.5.2.1 A questionnaire cover letter clearly informing respondents about the study’s 
aim, that their participation is voluntary, that the respondent can stop completing 
the questionnaire at any point in time, and information on the handling and 
storage of data, and their confidentiality. The cover letter also provided contact 




4.5.2.2 A consent to participate question was mandatory to complete before the 
respondent could proceed to the next question. Additionally, screening 
questions were included to ensure that only respondents between the ages of 
18 and 65 years who have purchased at a grocery store using their loyalty 
programme card in the past six months within the Gauteng area completed the 
questionnaire. There was no record of respondents’ personal contact details. 
The questionnaire method allowed for immediate data collection and upholding 
anonymity and confidentiality.  
 
4.5.2.3 The questionnaire was divided into three sections:  
 
 
a. The first section was a screening question to ensure that consent was 
provided by the respondent and that they resided in Gauteng.  
b. Section two raised demographic questions to identify age and sex.  
c. Section three consisted of seven sub-sections, which focused on each 
construct identified in Chapter 3 and Table 4.3 above: 
i. Economic shopping orientation;  
ii. Apathetic shopping orientation;  
iii. Personalisation shopping orientation;  
iv. Personal interactive quality;  
v. Loyalty programme quality;  
vi. Customer satisfaction; and  
vii. Loyalty. 
 
A pilot study was conducted with 20 respondents in order to refine the online questionnaire 
and ensure that the questions were clear and easy to understand for the actual sample 
population. In addition, this pilot study enabled the researcher to test the validity and 
reliability of the data collected, and helped ensure that the data from the questions 






Some of the feedback received from respondents included a request for province 
specification, age brackets for ease of response, and finally, a reiteration in the closing 
message of the questionnaire that the link should be shared with other respondents 
between the ages of 18-65 years who reside in Gauteng. Based on the feedback received 
from the pilot study, the questionnaire was adapted accordingly. The data from the pilot 
was excluded from the final data. 
 
4.6  Analysing quantitative data (Step 8) 
4.6.1 Data analysis 
To analyse the data, descriptive statistics, factor analysis, and regression analysis were 
run in SPSS 11. These methods and analyses are discussed in more detail below. The 
data collected was used to measure the levels of agreement with respect to items on 
shopping orientation, loyalty programme quality, personal interactive quality, satisfaction, 
and loyalty. The analysis began by coding categorical data in SPSS and interpreting the 
findings (presented in Chapter 5) and drawing conclusions from the data (presented in 
Chapter 6)  
 
4.6.1.1 Descriptive statistics 
According to IBM (2012), SPSS’s descriptive statistics such as frequency, percentage, 
standard deviation, and means are calculated in order to describe the constructs and their 
corresponding items. The distribution of the data (i.e. skewness and kurtosis) was also 
tested to ensure a fair distribution of data (Zikmund, Carr, Griffin, Babin and Carr. 2013) ; 
the skewness range must be between -2 and +2, while the kurtosis range will be -7 and 
+7 (Pallant, 2016a). If data falls within these ranges, a fair distribution of data can be 
concluded and thereafter the most agreeable and least agreeable construct statements in 
the questionnaire can be investigated. 
 
4.6.1.2 Factor analysis 
Factor analysis can be divided into two segments: Exploratory Factor Analysis (EFA) and 
Confirmatory Factor Analysis (CFA). Factor analysis allows for a deeper look into the 




The constructs measured in this study were adopted from previous studies, as mentioned 
in Chapter 3 (Section 3.7). As these previous studies’ scales were already validated and 
used an EFA process, all the studies were not conducted in an emerging market such as 
an African market; therefore, both EFA and CFA were applied in this study. The use of 
both EFA and CFA is also supported by Hurley et al. (1997:676). 
 
For this study, an EFA was first carried out on each of the adopted factors to establish the 
interrelationship among the set of variables and to determine which factor needs to be 
removed (underlining latent variables) (Pallant, 2016:181a). Thereafter, a CFA was 
conducted to confirm the structure, i.e., that the factors actually measure the constructs 
(Pallant 2016a).  
 
4.6.1.3 Multiple regression analysis  
A stepwise multiple regression analysis was applied in this study. Multiple regression is 
an extension of simple linear regression to take a closer look at the interrelationship of the 
variables. Multiple regression is used to predict the value of a variable based on the value 
of two or more other variables (Zikmund et al., 2013). In this study, multiple regression 
analysis was applied to investigate the associations between the constructs measured in 
the study to test the study’s hypotheses. For this study, the variables investigated were 
personal interactive quality, loyalty programme quality, shopping orientations (economic, 
apathetic, and personalisation), customer satisfaction, and lastly, loyalty. The normality 
was analysed, meaning the level of skewness and kurtosis, and the outliers, which refers 
to the data results located further out than the majority of data, should be within an 
acceptable range. Lastly, the linearity between variables were viewed through 
scatterplots. If all of the above assumptions are met, the study will be able to conclude 
multiple regression analysis and proceed to analysing the hypotheses. 
 
4.6.1.4 Objectivity  
The research attained a high level of objectivity due to the researcher not being involved 
in the interview process and not asking open-ended qualitative questions that could lead 
to bias interpretation. The questionnaire was designed to provide quantified data, 






The study’s limitations included the lack of access to loyalty programme databases in 
South Africa due to confidentiality restrictions. The research would have been richer if it 
had gained insights of customer perceptions from users active in each programme type.  
Another limitation was that the entire population could not be surveyed due to the large 
size of consumers in South Africa, hence the researcher selected the area Gauteng. All 
known respondents resided in Gauteng and there was a mandatory screening question 
asking respondents to confirm their province of main residence, coupled with a message 
at the end of completing the questionnaire that requested respondents to forward the 
questionnaire  to respondents residing in Gauteng. Although the researcher conducted 
the research as a cross-sectional study, it would be interesting to understand customers’ 
perceptions over a longer period of time; however, limitations of research time and cost 
implications were taken into consideration when designing this research approach. There 
are factors that may influence customers’ questionnaire responses, such as economic 
environment, fuel price increases, inflation, etc. All of these factors may influence 
purchasing behaviour and affect the perceptions of customers at the time of completing 
the questionnaire, however due to time and cost constraints, these factors were not 
included in this study.  
 
4.7 Present project report (Step 9) 
According to Zikmund et al. (2013), formulating the research report will help present the 
conclusions drawn from the study’s data analysis. 
 
4.8 Conclusion  
This chapter outlined the key strategy and plan to collect and analyse the data in 
accordance with the proposed hypotheses in Chapter 3. Detailed information regarding 
the mono-methods design, its relevance to this study, and its general characteristics were 
explored in this chapter. The findings that will be presented in Chapter 5 are built from the 
methodology outlined in this chapter, by employing the proposed data strategy and 






DATA ANALYSIS AND INTERPRETATION 
 
5.1 Introduction 
Chapter 4 focused on the research methodology and research process that was applied 
for this study. This chapter will discuss the insights and results gained from analysing the 
questionnaire data. Further to this, this chapter will present the results of the hypotheses 
stated in Chapter 1. This chapter will begin with an overview of the research objectives, 
the realisation rate, the demographic profile of the sample. This is followed by a descriptive 
analysis for each of the constructs measured in the study. Thereafter, the exploratory 
factor analysis (EFA), confirmatory factor analysis (CFA), reliability, and validity is 
presented. The final sections of the chapter focus on the regression analysis, hypothesis 
testing, and a summary of the findings. 
 
5.2 Overview of the research objectives  
The primary research objective of this study is to determine the influence of personal 
interactive quality, loyalty programme quality, and shopping orientations on customer 
satisfaction of supermarket loyalty programmes, as discussed in Chapter 3 (Section 3.3). 
Having set the above as the primary objective, the secondary objective of this study is to 
understand the influence of customer satisfaction on customer loyalty of the supermarket 
loyalty programmes, as discussed in Chapter 3 (Section 3.3). The results and data 
findings will be discussed in the remainder of this chapter. 
 
5.3 Realisation rate 
The sample for this study consisted of respondents who reside in Gauteng and have used 
a supermarket loyalty card in the past six months. In addition, these respondents were 
South African citizens between the ages of 18 and 65 who have access to the internet. 







A total of 328 questionnaires were obtained from respondents; after cleaning and 
removing incomplete questionnaires (i.e., they were not completed, did not meet the 
mandatory requirements of the study, or respondents exited before completing the 
questionnaire), 281 of these responses were viable for statistical analysis. This provided 
a realisation rate of 85.7%. The section to follow will describe the demographic profile and 
the general loyalty programme usage of the sample, using descriptive statistics. 
 
5.4 Demographic profile and general loyalty programme usage 
The table below indicates the frequency and valid percentage of respondents’ answers to 
the demographic section of the questionnaire highlighted in  Sections 1 and 2 of the 
questionnaire in Annexure 1. 
 
Table 5.1: Demographic profile of respondents 
Items Description Frequency Percentage 
Age 
18-24 22 7.8% 
25-29 56 19.9% 
30-34 33 11.7% 
35-39 32 11.4% 
40-44 37 13.2% 
45-49 33 11.7% 
50-55 34 12.1% 
56-59 14 5.0% 
60-65 20 7.1% 
Missing 0 0.0% 
Total: 281 100% 
Gender 
Male 102 36.3% 
Female 150 53.4% 
Gender non-conforming 2 0.7% 
Prefer not to state 27 9.6% 






From the study results presented in Table 5.1 above, majority of the respondents were in 
the age interval of 25-29 years, (19.9%, n = 56), followed by 40-44 years (13.2 %, n = 37), 
and 30-34 years and 45-49 years (both with 11.7%, n = 33). When analysing the gender 
data responses, it was found that 53.4% were female, 36.3% were male, and 9.6% 
preferred not to state their gender.  
 
Table 5.2 below describes the frequency and valid percentage of customers using their 
loyalty programme cards and the stores they purchase from most.  
 
Table 5.2: Loyalty programme usage  
Items Description Frequency Percentage 
How often do you 




Daily 23 8.2% 
Once a week  93 33.1% 
More than once a week  84 29.9% 
Less than once a week but more 
than once a month 
47 16.7% 
Once a month 29 10.3% 
Less than once a month 5 1.8% 
Total 281 100% 
Items Description Frequency Percentage 
Which grocery 
store do you 
purchase from the 
most? 
Pick n Pay 91 32.4% 
Checkers 84 29.9% 
SPAR 49 17.4% 
Woolworths 57 20.3% 










When analysing how often respondents use their loyalty programme cards, as presented 
in Table 5.2, majority of respondents stated that they use their loyalty cards once a week 
(33.1%, n = 93), followed by more than once a week (29.9%, n = 84). The final question 
of the questionnaire’s loyalty programme card usage screening section asked 
respondents to name the supermarket where most of their purchases took place. In 
response, Pick n Pay had the majority responses (32.4%, n = 91), followed by Checkers 
(29.9%, n = 84) and Woolworths (20.3%; n = 57). The next sections provide a descriptive 
analysis of the constructs measured in this study. 
 
5.5 Personal interactive quality, loyalty programme quality, and shopping 
orientations influence on customers’ satisfaction of supermarket loyalty 
programmes 
The potential influence of personal interactive quality, loyalty programme quality, and 
shopping orientations on customers’ satisfaction and loyalty were discussed in Chapter 3 
(Section 3.3). For this study, a 5-point Likert-type scale was applied to measure the 
constructs. The Likert scale ranged from “1 - strongly disagree” to “5 - strongly agree”. 
The descriptive results of these elements are unpacked in this section. 
 
For further analysis, it is necessary to determine if the data collected is normally 
distributed. This can be determined by the skewness and kurtosis of the data. For data to 
be normally distributed, skewness should be between -2 and +2, and kurtosis should be 
between -7 and +7 (Pallant, 2016a). Sub-sections 5.5.1 to 5.5.6 below present a 













Table 5.3: Mean, skewness, and kurtosis 




PI 1: Employees of my grocery 
store have the knowledge to 
answer my questions 
3.29 1.046 - 0.267 - 0.374 
PI 2: The behaviour of my grocery 
store employees instils my 
confidence 
3.28 1.029 - 0.260 -0.209 
PI 3: Employees of my grocery 
store are never too busy to respond 
to my request 
3.31 1.103 - 0.227 -0.646 
PI 4: Employees of my grocery 
store give me individual attention 
3.01 1.180 0.012 -0.742 
PI 5: Employees have the 
necessary skills to perform their job 
in my grocery store 
3.43 1.047 - 0.379 -0.286 
PI 6: Employees asked if my needs 
had been met in my grocery store 
2.84 1.161 0.074 -0.714 
PI 7: Employees were able to 
handle my complaints directly and 
immediately in my grocery store 
3.37 1.094 - 0.273 -0.580 
Overall Personal Interactive 
Quality 
3.22 1.094 -0.19 -0.32 




LP 1: A good loyalty programme 
offers discounts or rewards that can 
be redeemed at the grocery store 
for buying any product or service 
from the grocery store  










LP 2: A good loyalty programme 
provides me with information about 
the total of all purchases that I 
made with the loyalty card at the 
point of purchase (till) 
4.32 0.855 -1.491 2.242 
LP 3: The terms and conditions of 
my grocery store loyalty 
programme are transparent for me 
3.82 1.102 -0.652 -0.362 
LP 4: The terms and conditions of 
my grocery store loyalty 
programme is comprehensive for 
me 
3.63 1.078 -0.435 -0.519 
LP 5: My grocery store loyalty 
programme offers desirable 
rewards for me 
3.74 1.067 -0.632 -0.180 
LP 6 My grocery store loyalty 
programme gives me enough time 
to redeem my points/discounts 
3.68 1.129 -0.703 -0.167 
LP 7: My grocery store loyalty 
programme lets me earn 
points/discounts quickly 
3.72 1.047 -0.723 0.130 
LP 8: My grocery store loyalty 
programme informs me about 
expiry date of my points/discounts 
3.50 1.162 -0.504 -0.453 
LP 9: My grocery store loyalty 
programme informs me of 
participating outlets 
3.39 1.199 -0.396 -0.665 
Overall Loyalty Programme 
Quality 










ES 1: I choose to shop at my 
grocery store as it has the best 
deals at the time 
3.59 1.000 -0.468 -0.036 
ES 2: I read the advertisements for 
announcements of sales / 
discounts across all grocery stores 
supermarkets 
3.63 1.082 -0.576 -0.221 
ES 3: I compare what I get for my 
money across grocery stores 
3.66 1.084 -0.659 -0.148 
ES 4: I choose what grocery stores 
to go to based on where I can find 
what I need for the best prices 
3.64 1.087 -0.566 -0.306 
ES 5: I profit from comparing prices 
across many grocery stores 
3.71 1.082 -0.640 -0.155 
Overall Economic Shopping 
Orientations 
3.65 1.067 -0.58 -0.17 




AS 1: I want to spend as little effort 
as possible on grocery shopping 
3.88 1.072 -0.527 -0.862 
AS 2: I want to take as little time as 
possible when shopping in my 
grocery store 
3.86 1.078 -0.547 -0.778 
AS 3: I think grocery shopping is a 
necessary evil 
3.46 1.201 -0.254 -0.902 
AS 4: I enjoy shopping for groceries  3.26 1.204 -0.351 -0.714 
AS 5: I spend as little time as 
possible on grocery shopping 
3.48 1.099 -0.145 -0.844 
Overall Apathetic Shopping 
Orientation 










PS 1: I think personal contact with 
grocery stores personnel is 
important 
3.33 1.153 -0.448 -0.506 
PS 2: I think it is important to be 
recognised by a grocery store’s 
personnel  
3.40 1.188 -0.482 -0.576 
PS 3: I only shop at my grocery 
store because I know the staff is 
friendly 
3.17 1.191 -0.263 -0.811 
PS 4: I would say that my grocery 
store personnel show a genuine 
care in my personal circumstances 
3.15 1.186 -0.357 -0.681 
PS 5: I like to shop where people 
know me 
3.20 1.255 -0.404 -0.849 
PS 6: I think it is important that 
there are staff members to talk to in 
my grocery store in which I shop in 
3.35 1.165 -0.586 -0.416 
Overall Personalisation 
Shopping Orientation 
3.27 1.190 -0.42 -0.64 




S 1: Overall, I would say that I am 
satisfied with the loyalty 
programme offered by my grocery 
store 
3.74 0.950 -0.636 0.279 
S 2: Buying at my grocery store is 
one of my best decisions 
3.60 0.925 -0.453 0.042 
S 3: I have truly enjoyed buying at 
my grocery store 










S 4: I am sure it was the right thing 
buying at my grocery store 
3.67 0.845 -0.357 0.117 
S 5: My grocery store satisfies my 
expectations  
3.76 0.826 -0.450 0.179 
S 6: I am satisfied with my grocery 
store compared with other grocery 
stores 
3.73 0.818 -0.212 -0.059 
Overall Customer Satisfaction 3.69 0.870 -0.40 0.10 




L 1: I really care about the fate of 
my grocery store 
3.58 0.949 -0.621 0.367 
L 2: I am willing to put in extra effort 
to buy from my grocery store 
3.44 1.041 -0.608 0.035 
L 3: I expect to stay with my grocery 
store for a long period of time 
3.59 0.902 -0.579 0.375 
L 4: I will recommend my grocery 
store and its services to others in 
my family  
3.72 0.901 -0.558 0.272 
L 5: I will recommend my grocery 
store and its services to others 
outside my family 
3.68 0.916 -0.567 0.276 









5.5.1 Personal interactive quality 
The construct ‘personal interactive quality’ presented mean scores of between 2.84 and 
3.43. The overall mean for this construct was 3.22, which means that questionnaire 
respondents neither agreed nor disagreed with the statements that measured the 
influence of personal interactive quality on customer satisfaction. The standard deviations 
per item ranged between 1.046 and 1.180, with the overall standard deviation for personal 
interactive quality being 1.094.  
 
The respondents agreed most with statement PI 5: “Employees have the necessary skills 
to perform their job in my grocery store” (Mean = 3.43; Std deviation = 1.047). The 
statement with which respondents agreed the least was PI 4: “Employees of my grocery 
store give me individual attention” (Mean = 3.01; Std deviation = 1.180). The above 
descriptive statistics indicate that there is an agreement regarding the influence of 
personal interactive quality on customers’ satisfaction of supermarket loyalty 
programmes. 
 
Main finding 1: Respondents tend to neither agree nor disagree with the overall 
statements measuring the influence of personal interactive quality on customers’ 
satisfaction of their supermarket loyalty programme (Mean = 3.22; Std deviation = 1.094). 
 
Main finding 2: The statement that received the highest agreeability among respondents 
was PI 5: “Employees have the necessary skills to perform their job in my grocery store” 
(Mean = 3.43; Std deviation = 1.047). 
 
Main finding 3: The statement that received the lowest agreeability among respondents 
was PI 4: “Employees of my grocery store give me individual attention” (Mean = 3.01; Std 









5.5.2 Loyalty programme quality 
The construct ‘loyalty programme quality’ presented mean scores of between 3.39 and 
4.42. The overall mean for this construct was 3.80, which means that the questionnaire 
respondents tended to agree with the statements measuring the influence of loyalty 
programme quality on customer satisfaction. The standard deviations per item ranged 
between 0.833 and 1.162, with the overall standard deviation for loyalty programme 
quality being 1.052.  
 
The respondents agreed most with statement LP 1: “A good loyalty programme offers 
discounts or rewards that can be redeemed at the grocery store for buying any product or 
service from the grocery store” (Mean = 3.43; Std deviation = 0.833). The statement with 
which respondents agreed the least was LP 9: “My grocery store loyalty programme 
informs me of participating outlets” (Mean = 3.39; Std deviation = 1.199). The above 
descriptive statistics indicate that there is an agreement regarding the influence of a loyalty 
programme quality on customers’ satisfaction of supermarket loyalty programmes. 
 
Main finding 4: Respondents tended to agree overall with the statements measuring the 
influence of loyalty programme quality on customers’ satisfaction of their supermarket 
loyalty programme (Mean = 3.80; Std deviation = 1.052). 
 
Main finding 5: The statement that received the highest agreeability among respondents 
was LP 1: “A good loyalty programme offers discounts or rewards that can be redeemed 
at the grocery store for buying any product or service from the grocery store” (Mean = 
3.43; Std deviation = 0.833). 
 
Main finding 6: The statement that received the lowest agreeability among respondents 
was LP 9: “My grocery store loyalty programme informs me of participating outlets” (Mean 








5.5.2 Economic shopping orientation 
The construct ‘economic shopping orientation’ presented mean scores of between 3.59 
and 3.71. The overall mean for this construct was 3.65, which means that the 
questionnaire respondents tended to agree with the statements measuring the influence 
of an economic shopping orientation on customer satisfaction. The standard deviations 
per item ranged between 1.000 and 1.087, with the overall standard deviation for 
economic shopping orientation being 1.067.  
 
The respondents agreed most with statement ES 5: “I profit from comparing prices across 
many grocery stores” (Mean = 3.71; Std deviation = 1.082). The statement with which 
respondents agreed the least was ES 1: “I choose to shop at my grocery store as it has 
the best deals at the time” (Mean = 3.59; Std deviation = 1.000). The above descriptive 
statistics indicate that there is an agreement regarding the influence of an economic 
shopping orientation on customers’ satisfaction of supermarket loyalty programmes. 
 
Main finding 7: Respondents tended to agree overall with the statements measuring the 
influence of an economic shopping orientation on customers’ satisfaction of their 
supermarket’s loyalty programme (Mean = 3.65; Std deviation = 1.067). 
 
Main finding 8: The statement that received the highest agreeability among respondents 
was ES 5: “I profit from comparing prices across many grocery stores” (Mean = 3.71; Std 
deviation = 1.082). 
 
Main finding 9: The statement that received the lowest agreeability among respondents 
was ES 1: “I choose to shop at my grocery store as it has the best deals at the time” (Mean 









5.5.3 Apathetic shopping orientation 
The construct ‘apathetic shopping orientation’ presented mean scores of between 3.26 
and 3.88. The overall mean for this construct was 3.59, which means that the 
questionnaire respondents tended to agree with the statements measuring the influence 
of an apathetic shopping orientation on customer satisfaction. The standard deviations 
per item ranged between 1.099 and 1.204, with the overall standard deviation for apathetic 
shopping orientation being 1.131.  
 
The respondents agreed most with statement AS 1: “I want to spend as little effort as 
possible on grocery shopping” (Mean = 3.88; Std deviation = 1.072). The statement with 
which respondents agreed the least was AS 4: “I choose what grocery stores to go to 
based on where I can find what I need for the best prices” (Mean = 3.26; Std deviation = 
1.204). The above descriptive statistics indicate that there is an agreement regarding the 
influence of an apathetic shopping orientation on customers’ satisfaction of supermarket 
loyalty programmes. 
 
Main finding 10: Respondents tended to agree overall with the statements measuring the 
influence of apathetic shopping orientation on customers’ satisfaction of their supermarket 
loyalty programme (Mean = 3.59; Std deviation = 1.131). 
 
Main finding 11: The statement that received the highest agreeability among respondents 
was AS 1: “I want to spend as little effort as possible on grocery shopping” (Mean = 3.88; 
Std deviation = 1.072). 
 
Main finding 12: The statement that received the lowest agreeability among respondents 









5.5.4 Personalisation shopping orientation 
The construct of ‘personalisation shopping orientation’ presented mean scores of between 
3.15 and 3.40. The overall mean for this construct was 3.27, which means that the 
questionnaire respondents neither agreed nor disagreed with the statements measuring 
the influence of a personalisation shopping orientation on customer satisfaction. The 
standard deviations per item ranged between 1.153 and 1.255, with the overall standard 
deviation for personalisation shopping orientation being 1.190.  
 
The respondents agreed most with statement PS 2: “I think it is important to be recognised 
by a grocery store’s personnel” (Mean = 3.40; Std deviation = 1.188). The statement with 
which respondents agreed the least was PS 4: “I would say that my grocery store 
personnel show a genuine care in my personal circumstances” (Mean = 3.27; Std 
deviation = 1.186). The above descriptive statistics indicate that there is an agreement 
regarding the influence of a personalisation shopping orientation on customers’ 
satisfaction of supermarket loyalty programmes. 
 
Main finding 13: Respondents tend to nether agree nor disagree overall with the 
statements measuring the influence of a personalisation shopping orientation on 
customers’ satisfaction of their supermarket loyalty programme (Mean = 3.27; Std 
deviation = 1.190). 
 
Main finding 14: The statement that received the highest agreeability among respondents 
was PS 2: “I think it is important to be recognised by a grocery store’s personnel” (Mean 
= 3.40; Std deviation = 1.188). 
 
Main finding 15: The statement that received the lowest agreeability among respondents 
was PS 4: “I would say that my grocery store personnel show a genuine care in my 







5.5.5 Customer satisfaction 
The construct ‘customer satisfaction’ presented mean scores of between 3.60 and 3.76. 
The overall mean for this construct was 3.69, which means that the questionnaire 
respondents tended to agree with the statements measuring the influence of customer 
satisfaction. The standard deviations per item ranged between 0.818 and 0.950, with the 
overall standard deviation for customer satisfaction being 0.870.  
 
The respondents agreed most with statement S5: “My grocery store satisfies my 
expectations” (Mean = 3.76; Std deviation = 0.826). The statement with which 
respondents agreed the least was S 2: “Buying at my grocery store is one of my best 
decisions” (Mean = 3.60; Std deviation = 0.925). The above descriptive statistics regrading 
customer satisfaction indicated that there is a level of agreement with the influence of 
satisfaction in customers’ selection of their supermarket’s loyalty programme. 
 
Main finding 16: Respondents tended to agree overall with the statements measuring the 
influence of customer satisfaction on their supermarket’s loyalty programme (Mean = 3.69, 
Std deviation = 0.870). 
 
Main finding 17: The statement that received the highest agreeability among respondents 
was S 5: “My grocery store satisfies my expectations” (Mean = 3.76, Std deviation = 
0.8260). 
 
Main finding 18: The statement that received the lowest agreeability among respondents 
was S 2: “Buying at my grocery store is one of my best decisions” (Mean = 3.60, Std 
deviation = 0.925). 
 
5.5.6 Customer loyalty 
The construct ‘customer loyalty’ presented mean scores of between 3.44 and 3.72. The 
overall mean for customer satisfaction was 3.60, which means that the questionnaire 
respondents tended to agree with the statements measuring the influence of customer 
loyalty on supermarket loyalty programmes. The standard deviations per item ranged 




The respondents agreed most with statement L 4: “I will recommend my grocery store and 
its services to others in my family” (Mean = 3.72; Std deviation = 0.901). The statement 
with which respondents agreed the least was L 2: “I am willing to put in extra effort to buy 
from my grocery store” (Mean = 3.44; Std deviation = 1.041). The above descriptive 
statistics indicated that there is a high degree of agreement between customer loyalty and 
the influence on customers’ selection of their supermarket’s loyalty programme. 
 
Main finding 19: Respondents tended to agree overall with the statements measuring the 
influence of customer loyalty on their supermarket’s loyalty programme (Mean = 3.60; Std 
deviation = 0.942). 
 
Main finding 20: The statement that received the highest agreeability among respondents 
was L 4: ‘I will recommend my grocery store and its services to others in my family (Mean 
= 3.72; Std deviation = 0.901). 
 
Main finding 21: The statement that received the lowest agreeability among respondents 
was L 2: “I am willing to put in extra effort to buy from my grocery store” (Mean = 3.44; Std 
deviation = 1.041). 
 
5.6 Factor analysis 
The next section covers the factor analysis (FA) segment where possible relationships 
among variables were identified. Most importantly, FA was carried out to ensure that the 
items measured were relevant to the scale and were measuring the variables intended 
(Saunders et al., 2019:450). In order to determine whether FA can be conducted, there 
are assumptions that should be considered:  whether data is normally distributed and the 
suitability of the data. In the sections that follow, testing for normality is discussed, as well 









To test normality in the FA stage, all data must be proportionally distributed. This was 
determined through skewness and kurtosis. Skewness needed to be between absolute 
values of -2 and +2 for data to be normally distributed, while the value needed to be 
between -7 and +7 for kurtosis. The data collected in Table 5.3 above was in line with the 
above parameters, therefore the data for this study is normally distributed (Pallant, 
2016a). 
 
Main finding 22: All the statements measuring the constructs met the assumptions of 
being normally distributed. 
 
5.6.2 Determining suitability of the data 
When conducting FA, there are two main issues to consider before determining whether 
the data is suitable for analysis. The first is the sample size and the second is how strongly 
each item relates to each other (Pallant, 2016a:187). According to Pallant (2016a), a 
sample size of 250 was enough for FA. In this study, 281 questionnaires were used 
(281>250). 
 
The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and Bartlett’s test of 
sphericity, which indicates that factor analysis is suitable when the value is between 0.5 
and 1.0 (Malhotra, 2010:638), was considered. The Bartlett’s test of sphericity must be 
p<0.05. The KMO measure for this study was 0.913, and the Bartlett’s test of sphericity 
was ≤0.000. These two measures indicate that the data is therefore suitable for FA. 
 
The constructs measured in this study were adopted from previous studies, as mentioned 
in Chapter 3 (Section 3.3). As these previous studies’ scales were already validated and 
used an EFA process, it was acceptable to use EFA for this study. The previous studies 
were not conducted in an emerging market such as an African market, however, so both 






For this study, EFA was first carried out on each of the adopted factors to establish the 
inter-relationship among the set of variables and to determine which factor needed to be 
removed (Pallant, 2016a:181). Following this, CFA was conducted to confirm the 
structure. This approach is also supported by Hurley et al. (1997:676). 
 
5.6.3 Exploratory factor analysis (EFA) 
EFA is defined by Pallant (2016a) as the grouping or clumping of items together to identify 
closely related items. Pallant (2016a) states that EFA only explores the data to determine 
how many factors could be retained for further analysis, and does not test a specific model 
or structure as the CFA does. 
 
This section explains the EFA carried out for determining the extent to which personal 
interactive quality, loyalty programme quality, and shopping orientations influence 
customers’ satisfaction of and loyalty to supermarkets’ loyalty programmes. 
 
Table 5.4 below shows the eigenvalues, communality values, factor/pattern matrix with 
the factor loadings, and cumulative percentages for each factor (personal interactive 
quality, loyalty programme quality, shopping orientations) and their influence on customer 
satisfaction and customer loyalty. From this EFA, an eight-factor solution was present. 
Due to cross-loadings or factor loadings of less than 0.3, statements AS4, LP1, and S1 















Table 5.4: Eigenvalues, communality values, factor/pattern matrix, and cumulative 
percentages for each factor. 
Constructs 
and items 
Communalities Eigenvalue Pattern matrix 
Cumulative 
Percentage 
                  Customer Loyalty F1 F2 F3 F4 F5 Factor 1 




0.861       
 
    
  35.104% 
L5 0.860 0.835 
L1 0.598 0.695 
L3 0.649 0.653 
L2 0.648 0.591 
                 Apathetic Shopping Orientations Factor 2 
AS2 0.931 F2: 9.156  0.964   
 
 
   44.260% 
AS1 0.816 0.906 
AS5 0.369 0.585 
AS3 0.373 0.569 
                 Personalisation Shopping Orientations Factor 3 
PS5 0.750  
 
F3:8.066 
 0.874   
 
   52.326% 
PS2 0.717 0.835 
PS6 0.704 0.803 
PS1 0.644 0.760 
PS3 0.633 0.670 
                 Economic Shopping Orientations Factor 4 
ES3 0.765  
F4:6.376 
 0.887   
   58.703% ES5 0.786 0.882 
ES4 0.697 0.854 
ES2 0.596 0.736 







Communalities Eigenvalue Pattern matrix 
Cumulative 
Percentage 
                 Personal Interactive Quality F5 Factor 5 
PI3 0.771  
 
F5:4.248 
 0.886  
 
    62.951% 
PI2 0.775 0.844 
PI1 0.807 0.826 
PI5 0.784 0.792 
PI4 0.661 0.742 
PI7 0.539 0.620 
PI6 0.504 0.475 
           Loyalty Programme Quality Ts&Cs F6 F7 F8  Factor 6 
LP3 0.821  
 
F6:4.071 
0.864   
 
   67.021% 
LP4 0.759 0.736 
          Loyalty Programme Quality Rewards Factor 7 
LP6 0.738  
 
F7:2.959 
 -0.731   
 
   69.980% 
LP5 0.738 -0.725 
LP7 0.733 -0.724 
LP8 0.614 -0.450 
S1 0.576 -0.435 







Communalities Eigenvalue Pattern matrix 
Cumulative 
Percentage 
                  Satisfaction F8 Factor 8 
S3 0.736  
 
F8:2.569 
 0.688   
 
   67.021% 
S4 0.783 0.680 
S2 0.740 0.666 
S6 0.606 0.544 
S5 0.653 0.539 
 
5.6.3.1 Factor 1 
From Table 5.4, five items (L4, L5, L1, L3, L2) were loaded onto Factor 1. The ‘loyalty’ 
values ranged from 0.598 to 0.864. Question L1 (“I really care about the fate of my grocery 
store”) was the weakest indicator (0.598), while Question L4 (“I really care about the fate 
of my grocery store”) was the strongest indicator. This factor accounted for a variance of 
35.104%. All the items in this factor dealt with loyalty and was therefore labelled as 
“loyalty”. 
 
Main finding 23: Factor 1 was labelled as “loyalty” (all five items retained), and this factor 
is valid. 
 
5.6.3.2 Factor 2 
From Table 5.4, four items (AS2, AS1, AS5, AS3) were loaded onto Factor 2. The 
‘apathetic shopping orientation’ values ranged from 0.373 to 0.931. Question AS3 (“I think 
grocery shopping is a necessary evil”) was the weakest indicator (0.373), while Question 
AS2 (“I want to take as little time as possible when shopping in my grocery store”) was 
the strongest indicator (0.931). This factor accounted for a variance of 44.26%. Item AS4 
had high cross-loadings on other factors, therefore this item was removed for further 
analysis in the CFA. All the items in this factor dealt with apathetic shopping orientations 
and was therefore labelled as “apathetic shopping orientation”. 
 
Main finding 24: Factor 2 was labelled as “apathetic shopping orientations” (all four items 




5.6.3.3 Factor 3 
From Table 5.4, six items (PS5, PS2, PS6, PS1, PS3, PS4) were loaded onto Factor 3. 
The ‘personalisation shopping orientation’ values ranged from 0.662 to 0.750. Question 
PS4 (“I would say that my grocery store personnel show a genuine care in my personal 
circumstances”) was the weakest indicator (0.662), while Question PS5 (“I like to shop 
where people know me”) was the strongest indicator (0.750). This factor accounted for a 
variance of 52.326%. All the items in this factor dealt with personalisation shopping 
orientations and was therefore labelled as “personalisation shopping orientation”, 
excluding PS4 as it was cross-loading on other factors. 
 
Main finding 25: Factor 3 was labelled as “personalisation shopping orientations” (only 
five items retained), and this factor is valid. 
 
5.6.3.4 Factor 4 
From Table 5.4, five items (ES3, ES5, ES4, ES2, ES1) were loaded onto Factor 4. The 
‘economic shopping orientation’ values ranged from 0.543 to 0.786. Question ES1 (“I 
choose to shop at my grocery store as it has the best deals at the time”) was the weakest 
indicator (0.543), while Question ES5 (“I profit from comparing prices across many grocery 
stores”) was the strongest indicator (0.786). This factor accounted for a variance of 
58.703%. All the items in this factor dealt with economic shopping orientations and was 
therefore labelled as “economic shopping orientation”. 
 
Main finding 26: Factor 4 was labelled as “economic shopping orientations” (all five items 












5.6.3.5 Factor 5 
From Table 5.4, seven items (PI3, PI2, PI1, PI5, PI4, PI7, PI6) were loaded onto Factor 
5. The ‘personal interactive quality’ values ranged from 0.504 to 0.807. Question PI6 
(“Employees asked if my needs had been met in my grocery store”) was the weakest 
indicator (0.504), while Question PI1 (“Employees of my grocery store have the 
knowledge to answer my questions”) was the strongest indicator (0.807). This factor 
accounted for a variance of 62.951%. All the items in this factor dealt with personal 
interactive quality and was therefore labelled as “personal interactive quality”. 
 
Main finding 27: Factor 5 was labelled as “personal interactive quality” (all seven items 
retained), and this factor is valid. 
 
5.6.3.6 Factor 6 
The EFA indicated the original scale of loyalty programme quality, with nine items loaded 
onto two factors. From Table 5.4, three items (LP3, LP4, LP2) were loaded onto one 
factor, with LP6, LP7, LP8, and LP9 loaded onto another factor. The items in Factor 6 
included LP2, LP,3 and LP4, with the communality values ranging from 0.255 to 0.821. 
Question LP2 (“A good loyalty programme provides me with information about the total of 
all purchases that I made with the loyalty card at the point of purchase (till)”) was the 
weakest indicator (0.255), while Question LP3 (“The terms and conditions of my grocery 
store loyalty programme are transparent for me”) was the strongest indicator (0.821). LP2 
was removed due to cross-loading on other factors; this factor accounted for a variance 
of 67.021%. Most of the items in this factor dealt with loyalty programme quality terms and 
conditions and was therefore labelled as “loyalty programme quality terms and 
conditions”.  
 
Main finding 28: Factor 6 was labelled as “loyalty programme quality terms and 








5.6.3.7 Factor 7 
From Table 5.4, five items (LP 6, LP5, LP7, LP8, LP9) were loaded onto Factor 7. The 
items in this factor specifically dealt with the rewards aspect of the loyalty programme, so 
Factor 7 was labelled as “loyalty programme quality rewards”. The ‘loyalty programme 
quality rewards’ values ranged from 0.614 to 0.738. Question LP8 (“My grocery store 
loyalty programme informs me about the expiry date of my points/discounts”) was the 
weakest indicator (0.614), while Question LP6 (“My grocery store loyalty programme gives 
me enough time to redeem my points/discounts”), LP5 (“My grocery store loyalty 
programme offers desirable rewards for me”), and LP9 (“My grocery store loyalty 
programme informs me of participating outlets”) had the strongest indicator (0.738). This 
factor accounted for a variance of 69.980%. All the items in this factor dealt with loyalty 
programme quality rewards and was therefore labelled as “loyalty programme quality 
rewards”. 
 
Main finding 29: Factor 7 was labelled as “loyalty programme quality rewards” (all 5 items 
retained), and this factor is valid. 
 
5.6.3.7 Factor 8 
From Table 5.4, six items (S5, S3, S4, S2, S6, S5) were loaded onto Factor 8. The 
‘satisfaction’ factor values ranged from 0.606 to 0.783. Question S6 (“I am satisfied with 
my grocery store compared with other grocery stores”) was the weakest indicator (0.606), 
while Question S4 (“I am sure it was the right thing buying at my grocery store”) was the 
strongest indicator (0.783). This factor accounted for a variance of 67.021%. Items S1 had 
high cross-loadings on other factors, so this item was removed for further analysis in the 
CFA. All the items in this factor dealt with satisfaction and was therefore labelled as 
“satisfaction”. 
 
Main finding 30: Factor 8 was labelled as “satisfaction” (only 5 items retained), and this 






Summary of the EFA: The original ‘loyalty programme quality’ construct from the 
conceptual model split into two factors: loyalty programme terms and conditions, and 
loyalty programme quality rewards. EFA established the inter-relationship among the 
variables and which factors to remove from the following factor analysis (Pallant, 
2016a:181). Based on these findings, the following constructs remained for further 
analysis in the CFA: loyalty, personalisation shopping orientation, apathetic shopping 
orientation, economic shopping orientation, personal interactive quality, loyalty 
programme quality terms and conditions, loyalty programme quality rewards, and 
satisfaction.  
Following this, CFA was conducted to confirm the structure, to better understand the 
variables and ensure that the measured items actually measure the study’s constructs. 
As these previous studies’ scales were already validated (refer to table 4.3) and used an 
EFA process, all the studies were not conducted in an emerging market such as the 
African market; therefore, both EFA and CFA were applied in this study. It is also said that 
CFA is recommended to see whether the obtained factor structure have a similar factor 
structure (Pallant, 2016a). This further helped to determine if the study should accept or 
reject the hypotheses making the use of both EFA and CFA in the study compatible as 
factor analysis in the research process. This approach to use EFA and CFA on the same 
data set is also supported by Hurley et al. (1997:676). 
Items LP1, S1, and AS4 were factors that were removed. It should also be noted that the 
minimum of three items per factor was achieved in this study, as suggested by Knekta, 
Runyon, and Eddy (2019:8). 
 
5.6.4 Confirmatory factor analysis (CFA) 
Pallant (2016a) define CFA as a process that examines models that have been developed 
from theory and previously validated studies to discover if the model is confirmed or not 
for a specific study. A CFA is used when confirmation is required on data collected and to 
check whether the data fits a proposed model that is often based on relationships between 







5.6.4.1 Assumptions of CFA based on Pallant (2016a): 
The model being tested must provide a good model fit. The data was analysed using 
AMOS. In order to obtain a good model, fit for the CFA, items PI4, PI6, ES1, ES2, AS3, 
PS3, PS4, and L2 were removed as they did not load onto the pattern matrix.  
Once these items were removed, the CFA showed a good fit as per the parameters set 
out in Table 5.5, shown below. This table shows the parameters for a good fit, while the 
final column shows the results of the CFA for this study. 
 
Table 5.5: Model fit summary 
Model Acceptable fit benchmarks (based on Hair 
et al. (2010:665-669) 




(x2/df) ≤ 3(good fit)and < 5 (sometimes 
permissible) 
2.128 
AGFI ≥ 0.8 (good fit)  0.803 
TLI  TLI > 0.90 good fit  0.923 
CFI CFI > 0.90 (moderate fit) and 0.95 (great fit)  0.933 
RMSEA < 0.05 (good) and 0.05-0.10 (acceptable) 0.063 
 
 
The results of Table 5.5 show that there is a good model fit for the CFA, therefore the next 
aspect to consider is the reliability and validity of the data. In order to show reliability and 
validity for a CFA, the Average Variance Extracted (AVE), Composite reliability (CR), 
Cronbach’s Alpha (α), and Discriminate Reliability (DR) must be calculated.  
 
5.6.4.2 Factor loadings, CR, AVE, and Cronbach’s α values 
The CR measures the internal consistency of the scale used and needed to be greater 
than 0.7. The AVE, which measures variance that is captured on a construct, needed to 
be equal to or greater than 0.5. Cronbach’s α was used to determine the reliability of the 
scale used with outputs above 0.7 considered reliable (Babin & Zikmund, 2016). Based 





Table 5.6 below illustrates the following results: i) convergent validity, assessed through 
factor loadings and AVE, – which should be > 0.5; ii) CR; and iii) Cronbach’s α, in order 
to determine reliability and internal consistency. The CR and Cronbach’s α values should 
be > 0.7 (Fornell & Larcker, 1981; Pallant, 2016a).  
 
Table 5.6: CFA – Factor loadings, AVE, CR, and Cronbach’s α 
Items / Factor Factor Loadings AVE CR Cronbach’s α 













Loyalty Programme Terms and Conditions (LPT&C) 
LP2 0.439 
0.600 0.806 0.782 LP3 0.879 
LP4 0.914 

















Items / Factor Factor Loadings AVE CR Cronbach’s α 
Economic Shopping Orientation (ES) 






0.899 ES4 0.861 
ES5 0.906 
Apathetic Shopping Orientation (AS) 






0.837 AS2 0.947 
AS5 0.715 











































5.6.5 Discriminate Validity 
Discriminant validity determines whether any of the constructs are being measured by 
other items in the study. Table 5.7 below presents the discriminant validity, where each of 
the values in bold (square root of the AVE) should be higher than the correlation values 
presented (Fornell & Larcker, 1981). The results in the tables indicate that the criteria for 
reliability and validity were met and exceeded in this study, as the values were not larger 
than the square root of the AVE.  
 
Table 5.7: Component Correlation Matrix (Discriminant validity) 
 PI LPT&C LPR ES AS PS SAT LOY 
PI 0.849        
LPT&C 0.450 0.775       
LPR 0.605 0.700 0.816      
ES 0.255 0.332 0.255 0.865     
AS 0.210 0.045 0.070 0.175 0.861    
PS 0.164 0.238 0.373 0.196 0.029 0.842   
SAT 0.572 0.541 0.692 0.329 0.063 0.453 0.827  
LOY 0.538 0.482 0.685 0.187 0.101 0.488 0.811 0.887 
 
Based on the results of Tables 5.6 and 5.7, there is evidence of reliability and validity, and 
the model has a good fit; therefore, the data can be used for further analysis. Factors LP1, 
S1, and AS4 were removed due to cross-loading. The researchers aim to determine the 
relationships amongst the observed constructs, not the latent (Alavifar, Kariminmalayer & 
Anuar, 2012). Therefore, a stepwise multiple regression was followed for this study. 
 
5.7 Regression analysis  
Regression analysis refers to the method of one or more variables being regressed 
(tested) to predict the level of another (Burns et al., 2017). When the relationship between 
the dependent and independent variables are linear, this can be regarded as a linear 




Pallant (2016a) states that multiple regression analysis is used when the variables are 
tested together and are assessed in terms of how strong (or weak) a predictor they are of 
another variable.  
 
Stepwise multiple regression analysis uses multiple variables in its analysis; after each 
step, as another variable is added, the significance is checked to see if it has changed 
(Burns et al., 2017; Pallant, 2016a). For the purposes of this study, stepwise multiple 
regression analysis was used to accommodate more variables for analysis, in steps 
(Pallant, 2016a).  
 
5.7.1 Assumptions of the stepwise multiple regression analysis 
Multiple regression analysis has specific assumptions linked to it. These assumptions, 
which include normality, outliers, linearity, are discussed below. 
 
5.7.1.1 Normality 
As already discussed in Section 5.6.1 above, normality was assessed through skewness 
and kurtosis values. The overall skewness and kurtosis values for each of the constructs 
(personal interactive quality, loyalty programme quality, economic shopping orientation, 
apathetic shopping orientation, personalisation shopping orientation, customer 
satisfaction, and loyalty) were presented in Table 5.3 above. From Table 5.3 above, we 
can conclude that there is normal distribution due to skewness and kurtosis being within 
the above-mentioned parameters (i.e., skewness between -2 and +2 and kurtosis between 
-7 and +7). 
 
5.7.1.2 Outliers 
Outliers refer to data results that are located further from the mean than the majority of 
the data’s results, thus influencing the overall mean of the results (Tabachnick & Fidell, 
2020). Outliers are usually identified via the scatterplots of the SPSS outputs. According 
to Pallant (2016a), an item is considered an outlier if the standard residual result is more 






According to Tabachnick and Fidell (2020), linear relationships between variables can be 
identified through scatterplots. The scatterplots derived from this study were examined for 
linear outputs, and all correlated. Regression analysis was able to take place due to the 
assumptions of multiple regression analysis being met.  
 
5.8 Hypothesis testing and regression analysis 
Due to a stepwise multiple regression analysis being used, the following variables were 
used as dependent variables: satisfaction and then loyalty. This allowed the researcher 
to test the relationships between the constructs to customer satisfaction, and thereafter to 
loyalty of the supermarket loyalty programme, which ultimately represented the 
hypotheses mentioned in Chapter 3 (Section 3.3). 
 
The sections to follow will provide insights into the hypotheses testing and results. 
 
5.8.1 Secondary Objective 1: Determine the influence of elements (personal interactive 
quality, loyalty programme quality, economic shopping orientation, apathetic shopping 
orientation, personalisation shopping orientation) on customers’ satisfaction of the 
supermarket loyalty programme of choice. 
It is evident from the model summary in Table 5.8 below, with the R-squared value of 
0.509, that 50.9% of the study’s data is explained by the model and therefore significant. 
The ANOVA model confirmed that there are significant relationships between the 
constructs and ‘customer satisfaction’ as all the significance results are <0.05, which is 






























































5.8.1.1 H1: Personal interactive quality has a significant influence on customer 
satisfaction.  
A significant relationship was gathered from the regression as p<0.05 and ß = 0.229. The 
p-value is less than 0.05 and indicates that it is significant. Therefore, hypothesis H1 is 





Main finding 31: There is significant relationship between personal interactive quality and 
satisfaction of supermarket loyalty programmes. 
 
5.8.1.2 H2: Loyalty programme quality has a significant influence on customer 
satisfaction. 
Loyalty programme quality resulted in factor loading in two factors, therefore hypothesis 
H2 was split into H2a and H2b: 
 
5.8.1.2 H2a: Loyalty programme terms and conditions do not have a significant 
influence on customer satisfaction. 
A significant relationship was not gathered from the regression as p>0.05 and ß = 0.125. 
The p-value is more than 0.05 and indicates that it is not significant. Therefore, hypothesis 
H2a is rejected. 
 
Main finding 32: There is not a significant relationship between loyalty programme terms 
and conditions quality and customer satisfaction. 
 
5.8.1.2 H2b: Loyalty programme rewards have a significant influence on customer 
satisfaction. 
A significant relationship is gathered from the regression as p<0.05 and ß = 0.348. The p-
value is less than 0.05 and indicates that it is significant. Therefore, hypothesis H2b is 
accepted. With the ß = 0.348, loyalty programme rewards are a strong predictor of 
satisfaction.  
 
Main findings 33: There is a significant relationship between loyalty programme rewards 







5.8.1.3 H3: Economic shopping orientation has a significant influence on customer 
satisfaction. 
A significant relationship is gathered from the regression as p<0.05 and ß = 0.090. The p-
value is less than 0.05 and indicates that it is significant. Therefore, hypothesis H3 is 
accepted. 
 
Main finding 34 There is a significant relationship between economic shopping 
orientations and satisfaction. 
 
5.8.1.4 H4: Apathetic shopping orientation has a significant influence on customer 
satisfaction. 
A significant relationship was not gathered from the regression as p>0.05 and ß = 0.043. 
The p-value is more than 0.05 and indicates that it is not significant. Therefore, hypothesis 
H4 is rejected. 
 
Main finding 35: There is not a significant relationship between apathetic shopping 
orientation and customer satisfaction. 
 
5.8.1.5 H5: Personalisation shopping orientation has a significant influence on 
satisfaction towards a supermarket loyalty programme. 
A significant relationship is gathered from the regression as p<0.05 and ß = 0.234. The p-
value is less than 0.05 and indicates that it is significant. Therefore, hypothesis H5 is 
accepted. With the ß = 0.234, personalisation shopping orientation is a predictor of 
satisfaction.  
 
Main finding 36: There is a significant relationship between personalisation shopping 
orientation and satisfaction of supermarket loyalty programmes. 
 
5.8.1.6 Secondary Objective 2: Identify whether there is a relationship between 





The below table provides an overview of the regression analysis of this construct. 
 


















Loyalty Satisfaction 0.000 0.759 0.576 0.575 1.000 1.000 
 
5.8.1.6 H6: Customer satisfaction has a significant influence on customers’ loyalty 
towards a supermarket loyalty programme. 
 
A significant relationship is gathered from the regression as p<0.05 and ß = 0.759. The p-
value is less than 0.05 and indicates that it is significant. Therefore, hypothesis H6a is 
accepted. With ß = 0.759, satisfaction is a strong predictor of customer loyalty. 
 
Main finding 37: There is a significant relationship between customer satisfaction of and 


















Figure 5.1: Adjusted theoretical model depicting regression results for the primary 
and secondary research objectives  
                                                             
 















5.9 Summary of research objectives, hypotheses, and main findings 
Table 5.10 below provides a snapshot of the hypotheses and findings in relation to the 
secondary objectives of this study. 
 





























H1: Personal interactive quality has a 
significant influence on customer 
satisfaction. 
0.000 0.229 Accepted 
H2a: Loyalty programme terms and 
conditions do not have a significant 
influence on customer satisfaction. 
0.000 0.348 Rejected 
H2b: Loyalty programme rewards 
have a significant influence on 
customer satisfaction. 
0.047 0.090 Accepted 
H3: Economic shopping orientation 
has a significant influence on 
customer satisfaction. 
0.334 0.043 Accepted 
H4: Apathetic shopping orientation 
has a significant influence on 
customer satisfaction. 
0.000 0.234 Rejected 
H5: Personalisation shopping 
orientation has a significant influence 
on satisfaction towards a supermarket 
loyalty programme. 
0.000 0.229 Accepted 
H6: Customer satisfaction has a 
significant influence on customer 
loyalty towards a supermarket loyalty 
programme. 






From the summary Table 5.10 presented above, it can be deduced that: 
• Main finding 38: Loyalty programme terms and conditions quality is the most 
significant predictor (35%) of customers’ satisfaction of supermarket loyalty 
programmes. 
• Main finding 39: Overall, economic shopping orientation exerted the weakest 
significance (4%) on customers’ satisfaction of supermarket loyalty programmes. 
• Main finding 40: Customer satisfaction exerted a very strong predicator 
relationship to customer loyalty (76%) to supermarket loyalty programmes.  
 
5.10 Conclusion 
Chapter 5 addressed the research objectives and hypotheses of the study. The chapter 
first provided an overview of the demographic profile of the sample for the study and the 
statistical results of the data collection. The validity and reliability of the data and results 
were observed, and it was concluded from those that it was appropriate for EFA and XFA. 
The CFA provided an indication of which questionnaire items were considered practical 
to use and which items were impractical to use. The measurement instrument was 
evaluated using Cronbach’s α test. The chapter also provided a discussion of the stepwise 
multiple regression analysis used for this study. The final two sections of this chapter 
discussed the hypothesis testing and provided a summary of the findings related to the 
research objectives. Chapter 6 will present a discussion of the research conclusions 
based on the research findings of the data analysis presented in Chapter 5. Chapter 6 will 












CONCLUSION AND RECOMMENDATIONS 
 
6.1 Introduction  
This chapter provides a summary of the study, an overview of the research objectives, 
and recommendations to supermarket retailers based on the results, for them to improve 
their loyalty programme offerings for the market. 
 
6.2 Summary of the study 
Chapter 1 provided a summary and a background of this study. In summary, the retail 
supermarket environment in South Africa is highly saturated with competing offerings, 
making it difficult for supermarkets to succeed in such environments. In order to 
differentiate themselves, supermarkets depend on their loyalty programme offerings to 
create loyalty (Mandina & Karisambudzi, 2016). It is therefore essential for supermarket 
retailers in South Africa to understand how customers’ satisfaction of loyalty programmes 
can be influenced by shopping orientations, which indirectly influences customers’ loyalty 
to a particular supermarket (Nielsen, 2019b).  
 
From the insights presented in Chapters 1 to 3, a key research problem emerged. South 
Africa currently offers over 100 loyalty programs (Arch Retail Systems, 2019), with over 
88% of consumers using loyalty programmes (Nielsen, 2017; Truth customer leadership, 
2018). Due to the high uptake in loyalty programmes, supermarkets are taking decisions 
to introduce loyalty programmes to increase competitiveness within the industry 
(Hoffmann, 2019; Villacé-Molinero et al., 2016). South Africa is considered the largest 
foodservice market in the Sub-Saharan Africa, with this sector alone projected to have 







Past literature has identified how economic shopping orientation, apathetic shopping 
orientation, and personalisation shopping orientation have an impact on how customers 
select loyalty programmes (Mägi, 2003). Other studies have identified that personal 
interactive quality and loyalty programme quality also contribute to customers’ selection 
of a loyalty programme (Vesel & Zabkar, 2009). These studies also indicated a direct 
relationship between customer satisfaction and loyalty. Based on these insights from 
literature, this study aimed to understand how customers are influenced by shopping 
orientations, personal interactive quality, and loyalty programme quality when selecting 
loyalty programmes, and the relationship that these elements have on customer 
satisfaction and loyalty. In order to solve the research problem, information was needed 
to understand how customers are influenced by the supermarket industry and 
environment (discussed in Chapter 2), as well as the constructs to be measured in this 
study (discussed in Chapter 3). Chapter 4 provided an outline of the research 
methodology based on the research framework and Chapter 5 provided an overview of 
the analysis of the collected data. Chapter 6 will provide recommendations for the study 
based on the findings. 
 
6.3 Recommendations for each research objective 
The section below will provide a detailed account of the study’s findings and will propose 
recommendations in line with each of the research objectives for this study. 
 
6.3.1 Secondary objective 1: Determine the influence of personal interactive quality 
on customers’ satisfaction of supermarket loyalty programmes. 
In Chapter 3 (Section 3.3) the study highlighted from previous studies that personal 
interactive quality has a significant influence on customer satisfaction (Vesel & Zabkar, 
2009). Hoffmann (2019) and Price et al. (1995) identified five key dimensions of service 
provider’s personal interactive performance: mutual understanding, responsiveness, 






In the supermarket environment, the term ‘personal interactive performance’ means that 
supermarkets are directly in contact with the customers because customers are most 
often purchasing final goods and services; this makes personal interactive quality during 
points of contact critical for achieving differentiation, a competitive advantage, and value 
to customers (Allameh et al., 2012). 
 
When reviewing specific statements in this study, respondents agreed most with the 
statement “Employees require the necessary skills to perform the job” (mean = 3.43), and 
agreed least with the statement “Employees of their grocery store gave them individual 
attention” (mean = 3.01). The overall mean of the scale was 3.22, meaning that 
respondents tend to neither disagree nor agree with the personal interactive quality factor. 
The findings from the most and least agreed upon individual statements is that the 
respondents place a considerable amount of importance on the skills competency of 
supermarket staff and the lack of individual attention when they are served in the store. 
 
When looking at the regression analysis, the results from this study indicated a significant 
relationship between personal interactive quality and customer satisfaction (p < 0.05; β = 
0.299), indicating that the hypothesis could be accepted.  
 
Recommendation 1: Based on the findings, it is recommended that supermarkets ensure 
their employees are skilled adequately to perform their job functions, as this has a direct 
influence on customer satisfaction of and loyalty to the supermarket’s loyalty programme. 
Supermarkets must incorporate training into their loyalty strategy that will support the 
functioning of the loyalty programme. Training should focus on communication skills, such 
as being able to communicate well, clearly, and comprehensibly with customers when it 
comes to the supermarket offerings, build intrapersonal skills, strengthen their ability to 
resolve customer queries promptly and effectively, and be able to communicate on a 







Nassazi (2013) stated in their study that when employees are effectively trained well and 
understand offerings in a store environment (i.e., the offering and mechanics of the loyalty 
programme), employees become more willing and motivated to communicate this to the 
customers. Therefore, in addition to the above communication training, supermarkets 
must invest in training that explains the loyalty offering to their employees (e.g., the points 
system, how to earn or redeem points, how to sign up, and the benefits in rewards for the 
customer). They should train on the loyalty strategy (e.g., the overall reason that the 
supermarket launched such a loyalty programme), the supermarket’s objective (i.e., key 
performance indicators such as more customers, profits, or higher sales) and their 
customer value proposition. All of the above will allow employees to truly understand the 
loyalty offer and the value it can bring to customers. The type of personal interaction that 
customers want with a supermarket’s employees (e.g., individual attention, kindness, and 
attentiveness) when they walk into a supermarket through welcoming, greeting 
customers, and checking on customers for any help needed while they shop must also be 
incorporated into any trainings offered. 
 
6.3.2 Secondary objective 2: Determine whether there is a relationship between 
loyalty programme quality on customer satisfaction amongst customers of grocery 
retailers 
In Chapter 3 (Section 3.3) the study highlighted from previous studies that loyalty 
programme quality has a significant influence on customer satisfaction (Vesel and 
Zabkhar, 2009). Vesel and Zabkar, (2009) identified the elements that make up loyalty 
programme quality as variety of rewards with many exchange opportunities, loyalty 
programmes that bring about excitement to earn rewards and not lose the customer’s 
interest, expanding loyalty programme partnership to increase the options of purchases, 
and combined-currency flexibility that enables programme members to redeem their 









When reviewing specific statements measuring this construct, “A good loyalty programme 
offers discounts or rewards that can be redeemed at the grocery store for buying any 
product or service from the grocery store” (mean = 4.42) was the most agreed statement 
by respondents, whilst the least agreed statement was “My grocery store loyalty 
programme informs me of participating outlets” (mean = 3.50). The overall mean for loyalty 
programme quality was 3.80, which indicates that the respondents tended to agree with 
the statements measuring the influence of loyalty programme quality. The CFA indicated 
that the loyalty programme quality results revealed two specific groupings: i) terms and 
conditions; and ii) rewards.  
 
6.3.2.1 The loyalty programme quality terms and conditions 
Respondents did not place significance on the statements related to loyalty programme 
quality terms and conditions. The statement “A good loyalty programme offers discounts 
or rewards that can be redeemed at the grocery store for buying any product or service 
from the grocery store” (mean = 4.42) was the most agreed statement by respondents, 
whilst the least agreed statement was “The terms and conditions of my grocery store 
loyalty program is comprehensive for me (mean = 3.63).  
 
When looking at the regression analysis, the results from the study indicated that there 
are no significant differences between the loyalty programme quality terms and conditions 
and customer satisfaction (p = 0.125; β = 0.085) (Chapter 5, main finding 32). Therefore, 
this hypothesis was rejected. 
 
6.3.2.2 The loyalty programme quality rewards 
Respondents did place significance on the statements related to loyalty programmes 
quality rewards. The statement “My grocery store loyalty programme offers desirable 
rewards for me” (mean = 3.74) was the most agreed statement by respondents, whilst the 
least agreed statement was “My grocery store loyalty programme informs me of 






When looking at the regression analysis, the results indicated that there is a significant 
relationship between the loyalty programme quality rewards and customer satisfaction (p 
< 0.005; β = 0.348) (Chapter 5, main finding 33). Based on the p-value and beta value, it 
was found that respondents placed a considerable amount of significance on rewards in 
supermarket loyalty programmes, unlike the terms and conditions. Therefore, this 
hypothesis was accepted. 
 
Recommendation 2: Although this hypothesis was rejected in the study, supermarkets 
have a legal obligation to ensure that their loyalty programme’s terms and conditions are 
comprehensive and transparent; from a legal perspective it is lawful to clearly disclose the 
offerings and regulations, binding the agreement for all members who participate in the 
loyalty offer (Popia Act, 2020). Terms and conditions should be made available in-store 
through posters, via emails or sms, via links to their relevant website to view the terms 
and conditions, and they should be clearly demarcated on the website. It should also be 
a mandatory requirement to read and accept terms and conditions before signing up for 
the supermarket programme on the various platforms available to customers. 
 
Recommendation 3: In terms of rewards offered and how they influence customer 
satisfaction, this hypothesis was accepted. This indicates that the type of rewards offered 
and how rewards can be claimed needs to be the main focus when designing and 
marketing the loyalty programme to ensure customer satisfaction. Supermarkets must 
provide a variety of reward offerings that are aligned with what customers desire in a 
supermarket loyalty offering ecosystem. In addition, supermarkets need to provide a 
suitable amount of time for customers to redeem rewards or discounts and communicate 
expiry dates to them within a sufficient period of time so that customers can effectively 
plan their behaviour around utilising those rewards before they expire. Meeting these 
needs requires additional research by supermarkets to determine customers’ 
requirements in terms of the redemption time they prefer and find most suitable. According 
to Deloitte (2019b), customers want a variety of means to earn rewards through partners 






Multi-partner loyalty programmes are recommended to leverage a variety of rewards and 
increase the ease of earning across various industries (Nair, 2018). Supermarkets should 
therefore consider expanding their loyalty offering to partners, in order to encourage the 
easier earning of points, which can only be redeemed at their stores.  
 
6.3.3 Secondary objective 3: Determine whether there is a relationship between 
economic shopping orientation and customer satisfaction amongst customers of 
grocery retailers 
Chapter 3 explained that an economic shopper will normally use price as a determinate 
of where they shop, and most often they will shop at supermarket stores that are perceived 
to offer goods at cheaper prices than other stores (Hassan et al., 2010). Price would 
therefore normally determine if a customer with an economic shopping orientation will 
participate in a supermarket loyalty programme or not. 
 
The overall mean for economic shopping orientation was 3.65, which indicates that the 
questionnaire respondents tend to agree with the statements measuring the influence of 
economic shopping orientation on customer satisfaction. “I profit from comparing prices 
across many grocery stores” (mean =3.71) was agreed by respondents the most, whilst “I 
choose to shop at my grocery store as it has the best deals at the time” (mean = 3.59) 
was the least agreed upon statement by the respondents.  
 
When looking at the regression analysis, there is a significant relationship between 
economic shopping orientation and customer satisfaction (p = 0.047; β = 0.090) (Chapter 
5, main finding 34). Based on this finding, the hypothesis was accepted. 
 
Recommendation 4: It is recommended that supermarkets should ensure economic 
shopping orientations are taken into account when developing loyalty programmes aimed 
to achieve satisfaction (Truth customer leadership, 2019). Supermarkets must ensure that 
the loyalty programmes they design incorporate substantial price advantages to their 






According to the Truth customer leadership (2019), customers seek out loyalty 
programmes that provide discounts and rewards, and are still competitively priced; this 
makes it a critical factor for supermarkets to consider. Supermarkets should provide 
further discounts of products or services to loyalty members to encourage sign-up and 
participation, since respondents in this study stated that price influences their satisfaction. 
 
6.3.4 Secondary objective 4: Determine whether there is a relationship between 
apathetic shopping orientation and customer satisfaction amongst customers of 
grocery retailers 
According to Hassan et al. (2010), apathetic shoppers can be defined as customers who 
do not discriminate between different kinds of stores. As discussed in Chapter 3, apathetic 
shoppers consider shopping to be a necessity and thus the main criteria used is locational 
convenience, time-to-shop (i.e., spending as little time as possible on shopping), and ease 
of purchasing.  
 
The statement “I want to spend as little effort as possible on grocery shopping” (mean = 
3.88) was the most agreed statement by respondents, whilst “I enjoy shopping for 
groceries” (mean = 3.26) was the least agreed upon statement by respondents. The 
overall mean for apathetic shopping orientation was 3.59, which indicates that the 
questionnaire respondents tended to agree with the statements measuring the influence 
of apathetic shopping orientation on customer satisfaction.  
 
When looking at the regression analysis, there is no significant difference between the 
apathetic shopping orientation and customer satisfaction (p = 0.334; β = 0.043). The 
hypothesis was therefore rejected (Chapter 5, main finding 35).  
 
Recommendation 5: It is recommended that supermarkets should not place too much 
importance on apathetic shopping orientations when developing loyalty programmes that 
aim to achieve satisfaction. This recommendation is based on the response that 






Supermarkets should not focus on location but on the other loyalty programme benefits 
to encourage sign-up, such as rewards and training staff (i.e., the other recommendations 
mentioned previously in this chapter). It is evident from the respondents that satisfactory 
loyalty programmes will encourage support of the store and customers will be willing to 
go the extra distance to earn the loyalty rewards from that particular store. 
 
6.3.5 Secondary objective 5: Determine whether there is a relationship between 
personalisation shopping orientation and customer satisfaction amongst 
customers of grocery retailers 
The personalisation shopping orientation was adopted from previous literature, as shown 
in Chapter 3 (Section 3.7). The personalisation shopping orientation is made of various 
factors that embody a personal experience, such as the staff’s ability to be familiar with 
the individual customer’s needs, personalised messaging, and personalised offerings 
(Hassan et al., 2010). For this study, the concept is important because personal 
attachments formed between customers and the store personnel will greatly influence a 
customer’s patronage of a store (Hassan et al., 2010). 
 
The statement, “I think it is important to be recognised by a grocery store’s personnel” 
(mean= 3.40) was the most agreed statement by respondents, whilst “I would say that my 
grocery store personnel show a genuine care in my personal circumstances” (mean = 
3.15) was the least agreed statement by respondents. The overall mean for 
personalisation shopping orientation was 3.27, which indicates that the respondents 
neither agree nor disagree with the influence of personalisation shopping orientation on 
customer satisfaction.  
 
From the results of the regression analysis, there is significance between the 
personalisation shopping orientation and customer satisfaction (p < 0.005; β = 0.023). 
Overall, respondents considered personalisation shopping orientations to be important for 
supermarket loyalty programme satisfaction. The hypothesis related this construct was 






Recommendation 6: It is recommended that supermarkets should place a considerable 
amount of importance on personalisation shopping orientations when developing loyalty 
programmes aimed at achieving satisfaction. Within their training programmes, 
supermarkets should incorporate tips and skills for building individual relationships with 
customers and emotional intelligence skills that enable genuine caring of and kindness to 
customers. Mägi (2003) indicated that loyalty to a brand was highly influenced by 
employees’ personal interest in and care for customers. It is therefore critical that 
emotional intelligence training for employees is provided so that they can easily facilitate 
memorable encounters with customers, which will in turn encourage them to return to the 
store. Employees must be trained to be empathetic and attentive to customers, to help 
customers locate products, and go the extra mile to satisfy the customer, such as through 
greeting them, recognising regular customers, and upselling products that may 
compliment what the customer has in their basket. In addition, supermarkets should 
consider the personalisation of loyalty programmes, by allowing customers to adapt how 
they want rewards to be paid out or for which products they are offered rewards on; this 
could be done through the loyalty programme app.  
 
6.3.6 Secondary objective 6: Determine whether there is a relationship between 
customer satisfaction and customer loyalty amongst customers of grocery retailers 
The relationship of customer satisfaction to loyalty was adopted from previous literature, 
as shown in Chapter 3 (Section 3.3).  Chapter 3 discussed how highly satisfied customers 
tend to be more loyal customers than the customers who were merely satisfied because 
of the sense of trust earned through satisfied experiences (Khadka & Maharjan, 2017). If 
consumers are satisfied with the product or service, they are more likely to carry on 
purchasing, which is seen as an important factor for supermarket stores because positive 










The overall mean for the customer satisfaction construct was 3.69, which indicates that 
the questionnaire respondents agree with the influence of customer satisfaction on 
customer loyalty. The statement “Overall, I would say that I am satisfied with the loyalty 
programme offered by my grocery store” (mean = 3.74) was the most agreed statement 
by respondents, whilst “Buying at my grocery store is one of my best decisions” (mean = 
3.60) was the least agreed statement by respondents. Based on these findings, this 
hypothesis was accepted (Chapter 5, main finding 37). 
 
The overall mean for the customer loyalty construct was 3.60, which indicates that the 
questionnaire  respondents agree with the influence of customer satisfaction on customer 
loyalty. The statement “I will recommend my grocery store and its services to others in my 
family” (mean = 3.72) was the most agreed statement by respondents, whilst “I am willing 
to put in extra effort to buy from my grocery store” (mean =3.44 ) was the least agreed 
statement by respondents. The regression analysis indicated that that there is a significant 
relationship between customer satisfaction and customer loyalty of supermarket loyalty 
programmes (p < 0.05; β = 0.759) (Chapter 5, main finding 37), which means that the 
hypothesis was accepted. 
 
Recommendation 7: It is recommended that supermarkets place significant importance 
on all the approved elements suggested in the previous six recommendations because 
they all influence customer satisfaction, which ultimately influences customers’ loyalty of 
loyalty programmes in the supermarket environment.  
 
In order to attain satisfaction, supermarkets should ensure that they actively incorporate 
the shopping orientations, loyalty programme quality, and personal interactive quality 
when developing loyalty programmes. 
 
In summary, supermarkets should focus on ensuring that their loyalty programmes offer 
a variety of rewards, ease in earning and redeeming rewards, and competitive pricing of 
products and services. Most importantly, supermarkets should invest in training their staff 
adequately to drive better service delivery, be more informed of loyalty offerings, and 





6.3.7 Primary objective: To determine the influence that shopping orientations, 
loyalty programme quality, and personal interactive quality have on customer 
satisfaction and loyalty in supermarket loyalty programmes. 
 
Based on the findings and recommendations for the secondary objectives, the study can 
state that the primary objective presented in Chapter 1 was achieved. The study provided 
data insights and findings, which were presented in Chapter 5, that confirm the influences 
of shopping orientations, loyalty programmes quality, and personal interactive quality on 
satisfaction and loyalty. The specific results from the study that address the primary 
objective are summarised in the next section. 
 
6.4 Summary of the hypotheses  
The primary objective of the study was to determine the influence that shopping 
orientations, loyalty programme quality, and personal interactive quality have on customer 
satisfaction and loyalty in supermarket loyalty programmes. Based on the findings and 
recommendations for the secondary objectives, the study found that the primary objective, 
as presented in Chapter 1, was addressed. The study provided data insights and findings, 
which were presented in Chapter 5, that confirm the influences of shopping orientations, 
loyalty programmes quality, and personal interactive quality on customer satisfaction and 
loyalty.  
 
Table 6.1 below provides a summary of the hypotheses, the main findings from this study, 












Table 6.1 Summary of hypothesis, main findings and recommendations  
 
The main findings from the secondary objectives (Chapter 5, Section 5.8) showed that 
personal interactive quality, loyalty programme rewards quality, and two of the 
independent variables (economic shopping orientation and personalisation shopping 
orientation) made a statistically significant contribution to influencing customers’ 
satisfaction of supermarket loyalty programmes. Chapter 5 (Section 5.8.2.1) revealed that 
the customer satisfaction variables were statistically significant in influencing customers’ 










































































To visually summarise the findings of this study, Figure 6.1 below presents the final model 
of the study, with only the accepted hypotheses shown.  
 
Figure 6.1: Final model of accepted hypotheses  
 
 
Source: Researchers own 
 
6.5 The significance of the study 
This section presents both the theoretical and practical significance of the study. 
 
6.5.1 Theoretical significance of the study 
This study makes a contribution to the literature on the subject area of shopping 
orientation, customer satisfaction, loyalty, and more importantly, loyalty programmes. Until 
now, very little difference was made between loyalty programmes in the retail industry of 
South Africa. This has allowed the researcher to identify which shopping orientations, 
personal interactive qualities, or loyalty programme qualities (i.e., terms and conditions or 





The study has contributed to existing theory by providing insights into how South African 
supermarket customers behave and that loyalty programmes should be focused on the i) 
terms and conditions and ii) rewards, which should be measured as separate constructs. 
In addition, the study also offered better insights into what drives customer satisfaction 
with regards to loyalty programmes in South Africa. The study aligned with and confirmed 
past studies and theories on the elements mentioned above with its findings on how 
customer satisfaction influences loyalty, from a South African context. 
  
Based on the study’s findings, this study has confirmed the critical role that the training of 
employees has for customer satisfaction and the uptake of a supermarket loyalty 
programme. The study has indicated the level of variety in rewards that customers expect 
in order to be satisfied. The study also highlighted that although location convenience is 
an important factor, it is not a key factor in customer satisfaction; if customers are satisfied 
and loyal, they will visit a particular supermarket irrespective of location. The study 
emphasised how price continues to play a key role in shopping behaviour, and supported 
the theory of customer satisfaction influencing customers’ loyalty of supermarket loyalty 
programmes. Furthermore, the study contributed to the limited literature on the retail 
supermarket industry in South Africa. 
 
6.5.2 Practical significance of the study 
By investigating the influences of shopping orientations, personal interactive quality, and 
loyalty programme quality on customer satisfaction of and loyalty to supermarket loyalty 
programmes, the study was able to better understand the influences of these variables. 
The study revealed that economic shopping orientation, personalisation shopping 
orientation, loyalty programme quality rewards, and personal interactive shopping are the 
most important factors for supermarket retailers to consider. Furthermore, the influence of 
customer satisfaction on customer loyalty of supermarket loyalty programmes is clearly 
visible. By utilising the provided recommendations, supermarket retailers can improve 
their loyalty programmes and level of satisfaction and loyalty with consumers, as retailers 
are now able to understand which shopping orientations, loyalty factors, and perceived 





The findings and recommendations from this study are important for supermarkets in 
South Africa because retailers can tailor their loyalty offerings to specifically target 
economic and personalisation shoppers, and spend more attention on designing loyalty 
programme rewards that encourage easier earn and redeem options for customers. The 
more aligned the loyalty offering is to the customers’ preferences, the higher the likelihood 
that customers will become satisfied with the supermarket brand and build loyalty towards 
the brand, therefore counteracting the competition in the market.  
 
The most important practical strategy for loyalty programmes is building customer data 
insights to feed further loyalty programme enhancement and tactical marketing to grow 
more interaction with the loyalty offering and ultimately grow loyalty (Singh, 2018). To 
achieve rich data insights based on what the study’s respondents identified as critical 
variables, marketers must first focus on customer–employee relationship management 
strategies (Personal interactive quality and Personlisation shopping orientations) followed 
by value-driven rewards strategies (Economic shopping orientation and Loyalty 
programme quality rewards)  (Peppers & Rogers, 2021).  
 
A customer–employee relationship management strategy will assist marketers in 
improving the overall service experience that is offered to customers through internal 
service delivery training, managing performance by supermarket and employee based on 
customer experience and employee incentives for upselling loyalty programmes at till 
point i.e. number of times customers swiped their loyalty card verse rejected using it 
(Askew, 2018). Improvements in customer service support systems, an increased focus 
on skills development specifically around emotional intelligence and intrapersonal skills 
workshops with frontline employees who deliver the loyalty programme offering (Peppers 
and Rogers, 2021). Marketers must adopt an immediacy to their customer interactions 
through responding to customers in real time and using social media to assist with 
interactions and even building online communities of customers with similar interests or 
concerns experienced at store level to help improve customer employee interactions in 






The more responsive marketers are to customers through direct mailers, social media 
interactions by encouraging customers to post and tag loyalty programmes on social 
media and face to face interactions in-store the more personalised the experience is for 
the customer (Bizcommunity, 2020). Marketers can become more involved in the 
customers basket of choice and push specific loyalty programme discounts or rewards to 
customers based on groups of items purchased through their loyalty programmes (Askew, 
2018). 
 
A value-driven rewards strategy will assist marketers to improve the loyalty offering and 
align to the customers focus on value , ease of earning and redeeming points as well as 
variety of rewards. Customers seek a multiple partner rewards loyalty programme that 
makes earning rewards easier and provides more options to redeem rewards. Marketers 
can adopt a modular approach where customers can customise the loyalty programme 
package that best suits their need, allow customers to choose from a set of partner 
alliances that they can earn or redeem rewards from. The more involved the customer is 
in the development of their tailored loyalty programme the more they see economical 
value and encouraged in utilising the loyalty programme that they have had a hand in 
designing(Peppers & Rogers, 2021). 
 
Therefore, by utilising the recommendations in this study, supermarkets can gain a 
competitive advantage, build and retain loyalty, and overcome competitiveness in the 
market. 
 
6.6 Limitations of the study 
When carrying out the study, the researcher identified the following limitations: 
6.6.1 The lack of accessibility to loyalty programme databases in South Africa due to 
confidentiality restrictions meant that this study could not gain rich insights from 
active customers. The research would have been much richer if it gained 







6.6.2 This study adopted a cross-sectional approach because of limitations on 
research time and cost implications of a study over a longer time period. It would 
therefore be interesting to understand customers’ perceptions over a longer 
period of time.  
6.6.3 The study was focused on one retail category, supermarket retailers, and 
results could be different in other categories, such as hypermarkets, 
convenience stores, etc. 
6.6.4 Research was carried out using a non-probability snowball sampling technique 
that does not allow for a more representative sample. 
6.6.5 The study did not consider those respondents who do not have access to the 
internet and the online questionnaire link. 
 
Taking the above limitations into consideration, the following section makes 
recommendations for future research. 
 
6.7 Recommendations for further research 
After conducting the study and considering its limitations, the following recommendations 
are made for future research: 
 
6.7.1 Further research could be carried out on personal interactive quality, loyalty 
programme quality, and the shopping orientations of consumers in other 
geographical areas (other than Gauteng) in South Africa. 
6.7.2 The influence of demographic factors (e.g., education, income) and economic 
factors (e.g., inflation, Rand depreciation or appreciation) on personal 
interactive quality, loyalty programme quality, and shopping orientations need 
further research;  
6.7.3 Further research could be carried out on other types of grocery retailers, such 
as hypermarkets or convenience stores. More research could be conducted on 
the quality of loyalty programmes to determine whether the two aspects 
identified in this study (i.e., terms and conditions and rewards) should be 





Chapter 6 provided an overview and understanding of the influence that personal 
interactive quality, loyalty programme quality, and shopping orientations (economic, 
apathetic, and personalisation) have on customers’ satisfaction of and loyalty to 
supermarket loyalty programmes. To achieve this, an overview of the study was 
presented, which was followed by recommendations and conclusions for each construct. 
The chapter then provided an overview and linkage of the primary objective, secondary 
objectives, the main findings, the hypotheses, and the recommendations. In conclusion, 
the study addressed the primary objective by identifying whether personal interactive 
quality, loyalty programme quality, and shopping orientations influence customer 
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